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and Meter Assemblies 


are designed and made 
by BRODIE -everything 
be wepeeWmey eC-mme(-) ol -yelet-Ne) (mt _lelebacl oe 


Everytime another Brodie BiRotor is specified 
and installed, the user is sure of a balanced 
design meter — where all the parts work in 
smooth harmony, as an efficient, integrated 
unit. Every BiRotor is Brodie-designed... 
every assembly is Brodie-controlled and 
sigerel(-eael'iiia 

Brodie divides their Meter responsibility 
with no one. Brodie builds BiRotor Meters 
and stands behind every part...rotors, cases, 
counters — everything. That’s another reason 
you never have to ‘‘baby’’ a BiRotor—use it 
to its full rated capacity. 





SOLID BASE FOR BIGGER SALES 





“Ethyl” Multi-Purpose Additive puts more se// into gasoline. 





You limber up your cash register when you add 
“Ethyl” Multi-Purpose Additive. 

This highly effective compound gives gasoline sales 
appeal customers understand and appreciate. It 
cleans carburetors and keeps them clean . . . saves 
costly tune-ups and clean-ups. It eliminates stalling 
due to carburetor icing in most cars under most driv- 
ing conditions. It prevents corrosion of pipes, valves 


and other contact points while gasoline is in storage 
or transit. 

All for a cost of less than 13¢ per customer per year!* 
In today’s tough competitive market that’s a mighty 
small price to keep your customers coming. 

Like the full, sales-building story? Ask your Ethyl 
Representative. 


*Based on the latest Bureau of Public Roads figure of 9,529 miles 
driven per year and 14.3 MPG. 


ETHYL CORPORATION, new vork 17, N.Y. * CHICAGO « TULSA + HOUSTON « LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO + ETHYL U.S.A. (EXPORT) NEW YORK 17, N.Y. 
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KAM 


can do a 
job for 


They certainly can if you have any hose 
or pipe connections. Whether you 
handle liquids or dry products, OPW 
Kamloks are the fastest, safest, surest 
hose and pipe couplings known. 

FASTEST—Simply slip the coupler on 
the adaptor and press the two arms 
down .. . you've made a tight, leak- 
proof connection. 

SAFEST—OPW Kamlok connections 
are made without twisting, kinking or 
straining hose and piping. 

SUREST—Cam Arms hold connection 
perfectly tight. No threads or lugs to 
engage—-no extra tools required. 
And—OPW Kamloks are... 

available in a variety of styles. One 
style will solve your connection prob- 
lem. 

available in aluminum, bronze, monel, 
semi-steel, and stainless steel with a 
selection of six gasket materials. One 
combination of metal and gasket will 
handle your product in the best, least 
expensive way. 

available in a variety of sizes... 
from ‘2” to 6”. 

There’s an OPW Kamlok just right 
for you in style, materials, and size. 
When you need the fastest, safest 
surest coupling known, GET OPW KAM- 
LOKS. More information available in free 

i lie ail Catalog F-10-R. Write for your copy. 


ST, SAFEST, SUREST COUPLINGS KNOWN 


DOVER CORPORATION opw DIVISION 


CLOSED pe 2735 COLERAIN AVENUE «© CINCINNATI 25, OHIO « KI 1-5400 


VALVES, COUPLINGS, SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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MOLYBDENUM 


CLIMAX MOLYBDENUM COMPANY, a division of American Metal Climax, Inc., 1270 Avenue of the Americas, New York 20, N.Y. 





EDITORIAL PAGES OF LEADING TRADE 
MAGAZINES FEATURE MoS, INFORMATION 


Higher temperatures, lower 
temperatures, greater pressures, 
longer lubrication life, all have 
combined to focus more atten- 
tion on the uncommon lubricat- 
ing values of molybdenum 
disulphide. 

That’s why editors are devot- 
ing more and more space to 
descriptions of what MoSe can 
and cannot do. 

One article tells how MoS2 pre- 





vents harmful friction in brake 
linings. Another discusses its use 
as a compressor lube substitute. 
Still another reports on tests of 
epoxy-resin compositions con- 
taining high concentrations of 
MoS&:z for industrial use on bear- 
ings, seals and friction strips. 

Press fittings, wire drawing, 
cutting tools, ball joints—there 
are MoSe stories about these 
uses, too. 





Proof of MoS.’s High-Pressure Properties 





Photograph above shows mild steel 
test pins. No. 1: Unused pin, No. 2 
(lubricated with mineral oil 


and | 


and extruded without galling, seizing, 
or weight loss. No. 4 shows typical 
failure with conventional lubricant. 


Molysulfide) and No. 3 (with Moly- | Note that the key sheared off and 


sulfide bonded coating) were sub- | 
jected to rotating pressures between | 
bearing halves. Both were elongated | 


4 


pin and block were galled and seized. 


When writing, refer to CL-115 


NATIONAL 





| 
i 


Mo&2 as a solid-film dry lub- 
ricant has been the subject of 
several articles. One details high- 
temperature properties; another 
describes a new bearing design 
that can increase bearing life as 
much as 450%. 

Write us for a complete bibli- 
ography of published material on 
molybdenum disulphide. 

P.S. Climax publishes a news- 
letter that describes even more 
uses. Let us know if you’d like 
your name on the mailing list. 

When writing, refer to CL-113 


ASME SHOW 
DEVOTES SESSION 
TO “MOLY” LUBES 


New evidence of mounting in- 
terest in molybdenum disulphide 
was shown recently among mem- 
bers of the American Society of 
Mechanical Engineers. A spokes- 
man for the Climax Chemical 
Division was invited to speak on 
“Molybdenum Disulphide as a 
Lubricant” before the Machine 
Design Division at the 1961 De- 
sign Engineering Conference. A 
copy of this 24-page paper is 
available on request. 

At the same meeting, engineers 
from Socony Mobil Oil Company 
spoke on “Molybdenum Di- 
sulphide as an Additive to 
Improve the Performance of an 
Automotive Multi-purpose 
Grease.” Write to Climax for a 
copy of this paper. 

When writing, refer to CL-114 
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Behind Our Headlines 





Jobber Survey Windup 


r THIS ISSUE we present the last of our three-part series 
about jobbers, based on NPN’s quadrennial survey. 
To answer a question asked many times already, yes, we 
plan to make reprints available for general distrbution. 

If you’re interested in reprints, single copy or in bulk, 
drop us a line. The price for a single copy is $1; 100 
copies, $74.05; 500, $107.45; 1,000, $126.30; 5,000, 
$385.40; and 10,000, $680.40. 

ESPA (Empire State Petroleum Assn.) ordered reprints 
for binding in the regular issue of its monthly magazine 
ESPA, handled by Bob Stromberg and Owen Oxley. 


Where Do They Come From? 


Gf tuxk another frequent question. For one answer, 
read this note from Cornelius Brodersen, East 
Coast editor: “You never know when or where you're 
going to run into a good story. Recently I was in Phila- 
delphia to spend the morning with a marketer getting 
some information about a new distribution setup developed 
by his company. 

“After touring the plant with me, he had to go back 
to his office. After three hot days on the road, I found 
the idea of getting home to relax in air-conditioned com- 
fort very appealing. But for some reason, I decided to 
go back to his office to take some pictures of him there. 

“While I was there, we began chatting about private- 
brand operations in Philadelphia. He told me about the 
new Martin and Penn-Station private-branders in the 
Philly area. 

“I delayed my return a while longer to look the stations 
over and get some pictures. Hope it was worth it.” 


Sure was. It resulted in a nifty feature article with 
pictures in the September issue (page 19). 

Incidentally, if you think managers of private-brand 
stations are itinerants, ready to change jobs without notice, 
it’s not quite so. 

A top-brand major tried to hire the manager of the 
Martin Oil Service Co. station in Philadelphia, impressed 
by his hustle. “No, sir,” he said flatly but politely, ac- 
cording to a story told by a major-company marketer. 
“Harold Martin gave me a job five years ago when I 
needed it. He’s treated me fine and sent me out from 
Chicago to run this station. I feel loyal to Harold Martin, 
and I’d rather stay here.” 


Uj 
Sissies Editor 





ee Kassin iebss 


The new U.S. Royal Safety-800 is the best tire 
we have ever offered for original equipment and general 
replacement ... and we promise to maintain its high quality! 


The claim above is a bold one. It is also prudent. For this new 
tire was proved and proved again, thousands of times in hundreds 
of ways, before it went into production. 

The materials in it are superlative. An unusually large number 
of quality controls—some standard, some new and unique— 
guarantees a uniformity never before attained. 

And so we say: dollar for dollar, grade for grade, by every known 
standard of measurement, the new U.S. Royal Safety-800 is 
today the best tire we have ever offered for original equipment 
and general replacement. It offers total reliability...and extra 
profits for you. 


1 out of 4 new cars rides on 


UR (0) /:\ Mi rirelA elle 


LOW PROFILE TIRES 


ny's trademar. er, wider shape tire 





States Rubber Compa 
United States Rubber 
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In oil jobbing, ‘the big get bigger and the 
small get smaller’... a need for ‘quality’ 
service shops .. . increasing gasoline demand 


To Tue Epitor 


PI have read “The 1961 Jobber” 
(NPN—Sept. p149) and was very 
much surprised at some of the facts 
brought out in this article. It was very 
interesting and educational for me. 
In Kansas, our jobbers are con- 
siderably more numerous and are 
smaller operators. Most jobbers in this 
section of the country have only one 
station. Very seldom do they have 
two or more. 
‘M. K. GricG 
Scott City Oil Co. 
Scott City, Kan. 


>I was very much interested in 
NPN’s latest in a series of jobber 
surveys. 

You are doing a very able job in- 
deed for the entire industry, and I am 
sure that such projects as this series 
of jobber surveys will be more than 
welcome and advantageous. 

WILLIAM H. WESSON 
William E. Wesson, Inc. 
Waterbury, Conn. 


Your survey proves that the big get 
bigger and the small get smaller... . 
The larger are more active in all phases 
of the business while the smaller tend 
to sit back and let the world go by 
them; they will not take advantage of 
aid offered by their associations, such 
aS Management institutes. 

I believe it will open the eyes of 
some jobbers who have forgotten that 
our business is a good business, if 
you work at it. 

The article should help many job- 
bers see the advantages in diversifying 
their operations. 

This is a fine article and I hope 
the suppliers read it and actually real- 
ize how valuable the jobber is to the 
industry. 

Harvey C, LUCKETT 
Past President 
Colorado Petroleum 
Marketers Assn. 
Denver 


1962-model cars 


PAs technical editor of our “Dealer 
Progress,” your article “How the 
1962-Model Cars Will Affect You” 
(NPN—Sept. p102) is of special in- 


terest to me. To be frank with you, 
it is the first article that I have seen 
which summarizes many of the facts 
and figures which up to this time have 
been either rumored or partially ex- 
plained. I believe your article is very 
well done and gives a good over all 
picture of what the 1962 cars will be 
like and now they will affect the oil 
marketers. 
A. B. FERRARA 
Technical Editor, Dealer Progress 
Pure Oil Co. 
Palatine, Ill. 


Food Fair’s Erlton, N. J., TBA center 


Supermarkets in TBA 


After reading “Supermarket Breaks 
Into TBA” (NPN—Sept. p171), I was 
reminded that a few short years ago 
many associated with the oil industry 
were outspoken in the opinion that 
the mixing of food and tires under 


the same roof would have little op- | 


portunity of being a successful busi- 
ness. But today, we recognize we live 
in an ever-changing market and 
almost anything is possible. Knowing 
the cost of property today to make 


available an outlet for your basic | 


products to the consumer, it is easy 
to understand how super marketers 


have ventured into this type of busi- | 


ness. For one thing, they are forced 
to surround their stores with a tre- 
mendous parking area. The entrance 
into tire marketing and car servicing 
as another media to improve floor 
traffic is nothing more than latching 
on to an already successful enterprise. 

I believe that your own findings 
and those of other publication sur- 
veys have indicated that there is de- 
finite need for quality service shops 
to take care of brakes and front-end 
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Get the 
BEST 


quick 
coupling 


EVER-TITE 

Standard 

Adapter 
and Coupler 


EVER-TITE 
Adapter 
and Coupler 


EVER-TITE 
Shank Hose 
Coupling 


Get the 
most for 
your 
money 


EVER-TITE 


QUICK COUPLINGS 
give you QUICK connections that 
speed deliveries — TIGHT connec- 
tions that protect your product. 

Ask your distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street, New York 19, N. Y. 





a 
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Yes. But not a tall story. Because over 
500 extra yards of filling yarn give extra 
strength to the Jelt® Denim in every Lee 
Bib Overall*. You'll find important extras 
in all Lee garments, because Lee Indus- 
trial Workwear and Uniforms are built to 
bring you an extra measure of toughness, 
wearability, efficiency and economy. And 
they fit into your industry's exact needs. 


The Lee line is known as the largest, most 
complete in the industry. It includes 
Shirts, Jackets, Pants, Union-alls, Over- 
alls, Service Coats and many others—and 
custom garments made to your specifi- 
cations as well. And most important. 
Workingmen like to wear the Lee gar- 
ment! It gives them a feeling of good- 
looking importance. Helps spark their 
morale—keeps it burning, too! 


Call in an experienced Lee Consultant. 
Get the proven facts on the garments 
best suited to your needs. You'll find it’s 
worth your while to let Lee work for you! 


*(Enough yarn to reach to the top of the Empire 
State Building and back.) 


WRITE TODAY TO 
INDUSTRIAL DIVISION 
H. D. LEE COMPANY 
117 WEST 20th STREET 
KANSAS CITY 41, MO. 


UNION MADE 





Letters 


services. The obtaining of necessary 
permits for new building construc- 
tion will, I believe, limit stores in 
many areas. On the other hand, it 
would seem that if those constructed 
are properly managed and _ staffed 
with trained operators and if they 
offered services and products at com- 
petitive prices along with normal ad- 
vertising such locations stand a good 
chance of succeeding. 

We certainly appreciate your advis- 
ing the industry of such new business 
ventures. We recognize we have a 
real job to do in advising the service 
station dealer that he, too, can make 
profits, but he must gear his own op- 
eration to be competitive in every 
phase to that of competition sur- 
rounding him. 

R. L. GAGE 
California Oil Co. 
Perth Amboy, N.J. 


Gasoline Growth 


>I have read your article on “What’s 
Stinting Gasoline Growth—And What 
You Can Do About It,” (NPN—Sept. 
p128), and think it covers all aspects 
of the problem, with the exception of 
the industry allowing too many second- 
and third-rate stations to remain in 
existence. These cannot attract good 
operators but create poor public ac- 
ceptance, which detracts from driving. 
I also believe your reference to 
service stations becoming a factor in 
referral business for accommodations 
will become a sizeable influence in 
the future. 
M. E. POWLEY 
Manager, Retail Sales 
Cities Service Oil Co. 
New York, N.Y. 


PI think everything that any of us 
can do to stimulate thinking in the 
direction of increasing gasoline de- 
mand is good. 

Our committee does not claim to 
have all the answers, but at least a 
start is being made and eventually 
we will get on the right track on a 
program that the entire industry can- 
not only support, but really enthusi- 
astically take part in. 

G. H. YouNG 
Vice President of Marketing 
Ohio Oil Co. 
Findlay, Ohio 


Biased Interviewers 


PYour recent article under “Your 
Personal Business” (NPN—Aug. p76) 
hits the bull’s eye. I wonder how 
many men like myself have had the 
misfortune to meet the new smart, 
young personnel manager type who 


I’m sure would never have allowed 
the founder of the company a job as 
a porter. 

How was the oil business started in 
the first place? From my experience 
over the past 30 years it was mostly 
by rough, tough, hard-working men 
with little or no formal education but 
with the spirit and courage of true 
pioneers willing to struggle and risk 
their capital to create this great in- 
dustry. 

I am 51 and started in the business 
30 years ago as a tank-truck driver. 
I believe I’ve worked at every pos- 
sible phase of the business to the posi- 
tion of district manager. At present 
I am unemployed and have been 
knocked out of the running by these 
parasites several times during the past 
month on job prospects that I know 
I was fully qualified to handle. But 
how can you get by them to see the 
real boss? 

Your article highlights the prejudi- 
cial aspects of the employment situa- 
tion. 

Name withheld by request 
Sunnyside, N.Y. 


Fuel Oil for Insect Control 


>We were interested in the program 
outlined in “New Farm Use for Heat- 
ing Oils’ NPN—March p102) since 
it appeared to offer an additional out- 
let for our retail companies. For 
further information on the use of fuel 
oil for this purpose we contacted the 
agricultural department of a state col- 
lege. Reports from an entomologist 
and a veterinarian tend to discourage 
this type of program. The entomolo- 
gist stated: 

“It has been known for a long time 
that oil will do a pretty good job of 
controlling mites. Some of the old in- 
secticides were oils either used alone 
or in water. However, since the newer 
insecticides have come along they are 
so much better we cannot afford to 
recommend the use of oil itself for 
insect control. Therefore, our recom- 
mendation of lindane is much surer 
as far as control is concerned than 
the use of oils. The use of oils in the 
hog housing area will certainly not 
give any control of parasite mange 
mites and lice which are on the ani- 
mals, and we cannot advise the use of 
fuel oil directly on them, so I don’t 
think this sounds like a good idea 
from the insect control standpoint.” 

The veterinarian had these com- 
ments: 

“I know of no controlled experi- 
ments which deal with the spraying 
of hog houses with heating oils for 
the control or prevention of pneu- 
monia in swine. With the exception of 
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In the best interest of the industry, 
this letter has been mailed to the presidents 
of the Nation's leading oil companies .. . 





SOCIETY OF INDEPENDENT GASOLINE 


MARKETERS OF AMERICA 


1205 St. Charles Avenue, New Orleans 13, Louisiana 


Dear SIR: 


The steady decline of gasoline retail prices is affecting 
every phase of the industry. In many markets the selling 
price, for independents, is near or below their cost delivered 
to the stations. 


An unfair and dangerous condition is created when, for 
any reason, the retail price is reduced to a point where 
independents have less profit than major lessees. In the 
overall pricing policy the major station operator is assured 
of a fixed gross profit while the independent must operate 
on the difference between the wholesale price of gasoline 
and the retail price as established by the large companies. 


Opportunities for profit are diminishing, and the risk of 
losing capital already invested is apparently increasing. 
Contrary to our free enterprise system, “small business” is 
being forced to sell or liquidate, leaving the immense 
petroleum industry in the hands of a comparatively few 
companies. Consider what has happened to the small in- 
dependent refiner. 


Some independent marketers have sold out. Others are 
negotiating. The approximately 60 members of the Society 
of Independent Gasoline Marketers of America operate 
several thousand service stations. Gasoline (the principal 
product) is purchased at wholesale and sold at retail under 
private brands for the best price the market will permit— 
usually two cents less than major company prices. 
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Many members greatly desire to stay in the oil busines and 
believe the public can best be served by continued efforts 
of both majors and independents. 


Conditions adversely affecting members of SIGMA were 
publicly called to the atention of marketing representatives 
through resolutions adopted after careful consideration by 
the directors and membership. They are aware of the ad- 
vantages available that lessen taxes and enable the use of 
subsidies without which current marketing policies could 
not long continue. 


Depreciation and depletion allowances and import crude 
quotas, created by law, favor integrated companies. The 
independent, solely a marketer, is without comparable 
benefits. 


Profitable sale of product is the prime function of manage- 
ment in our industry as in any other. When profit at the 
retail level is reduced, the effect must ultimately be felt at 
the manufacturing and raw material levels—finally involv- 
ing the stockholders. 


While cognizant of iegal limitations, the private brand 
marketer believes that presidents (if fully informed) could 
and would bring about better conditions in marketing. 


The Board of Directors and members join me in requesting 
an expression of your views. 

Most sincerely, 

SIGMA 


Mi uenwee lato 


A. MONROE BLAKELY 
President 











The New Buckeye Spy — one leak detector valve serves all dispensers in remote systems — 
warns of dangerous leakage, avoids costly fuel loss, contamination. 





Buckeye’s new SPY eliminates the need for individual leak 
detecting valves for each dispenser in service station remote 
pumping systems, A single #9539-A Valve can be adjusted 
to detect even the smallest leak anywhere in the system. 





@ CLOSES AUTOMATICALLY when 
line pressure drops below a pre- 
determined level. 


eccncencese* @ RESETS AUTOMATICALLY after 
line pressure is restored. 


2” Buckeye Leak Detector @ MAY BE OPENED MANUALLY with 


Valve #9539-A optional wrench. 
(Patent Pending) 





Mounts on the outlet side of the pump for easy access. 
Feat ‘ . f 
peitinaennaiinainei Features a pressure sensing boss for taking pressure read 
ietahee enaaene tes yamr apeten: ings and an adjustable bypass needle valve which can be 
we set to indicate even the smallest loss in pressure. Available 

For details, write: \, alli with either 2” N.P.T. or 2” union outlet. 


ye. Write today for new Buckeye Service Station Equipment catalog 


E. BUCKEYE IRON & BRASS WORKS, P.O. BOX 883 » DAYTON 1, OHIO 
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a mycotic pneumonia, whose agent is 
dust-borne, or a rare congestion pneu- 
monia, I cannot see how this practice 
could directly prevent a hog from 
coming down with the disease. How- 
ever, I can visualize how the practice 
might alleviate the symptoms of pneu- 
monia in some droves of swine. There 
is a disease common jn the hog-produc- 
ing area known as infectious atrophic 
rhinitis. It is an atrophic condition of 
the turbinate bones or _air-filtering 
mechanism of the swine. It is at times 
accompanied by secondary pyogenic 
infections of the respiratory tract in 
the later stages and by varying de- 
grees of interference with growth. 
Keeping down the dust in hog houses, 
hog lots and hog feed (by moistening 
the feed) can help in some cases of 
rhinitis. However, favorable results 
are by no means predictable.” 

H. F. WAGNER 
Assistant Director, Petroleum Division 
Farmers Union Central Exchange, Inc. 

St. Paul, Minn. 


Electric Heat Competition 


>This article (NPN—Aug. p92) 
certainly points out the strong com- 
petition that fuel-oil dealers face from 
electric heat, and I think that your 
magazine is doing a fine job for the 
industry through articles of this type. 
At least 50% of the reports and dis- 
cussions at the API Fuel Oil Com- 
mittee’s Point Clear, Ala., meeting 
were concerned with electric heat 
competition; so this again shows the 
importance of competition from elec- 
tric heat to the fuel-oil industry. 
My Les HAL 
President 
Como Oil Co. 
Duluth, Minn. 


>“What’s Ahead for Electric Heat” is 

grim! But let’s get along with plans 
to meet it head-on! 

C. E. ELLIoTtT 

C. E. Elliott Co. 

Danvers, Mass. 


A Filter Tip 


PI enjoyed reading your article on 
“Keys to Good Burner Service” (NPN 
—Aug. p95). I would, however, like 
to take issue with the quotation: “Re- 
place oil-filter cartridge; if there is 
no such cartridge, clean fuel-pump 
strainer.” 

I feel NPN should certainly suggest 
an installation of an oil filter if none 
presently exists. 

JOHN W. PUTH 

Manager 

Advertising & Sales Promotion 
Purolator Products Inc. 
Rahway, N.J. 
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Letters 








IN THE DECEMBER ISSUE 


® The Business Outlook 
for 1962 for Oil Marketers 


® The Big New Trends in TBA Marketing 











Tokheim Series 488 is an 
important advance in Hand 
Pumps. Body of DuPont 
DELRIN® is stiff, tough, 
and as lasting as metal, and 
in many ways superior. For 
instance, it comes in bright 
red which is the natural 
color. Won’t chip or peel, 
and never needs refin- 
ishing. Then, also, Delrin 
permits lower-cost con- 
struction and a lower sell- 
ing price. Double-action, 
rapid delivery, Series 488 
has a detachable bung adap- 
ter, adjustable suction tube 
with strainer screen, dis- 
charge hose (Model 488-6) 
or spout (Model 488-15). 
Model 488-6 is equipped 
also with a vacuum breaker 
to speed drainage. A real 
value! Write for literature. 


SYMBOL OF EXCELLENCE 


TOKHEIM 





high-vacuum 


Series 488 


for petroleum 
products 





General Products Division 


TOKHEIM CORPORATION 
1650 Wabash Ave., Fort Wayne 1, Indiana 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 








Sap Hose? Goodyear 


a 


a 
ie. 


THE KIND | NEED? WHEN | NEED IT? 

(Oil, air, gasoline, water hose—you name it! (When you need hose fast, Goodyear dis- 
. From refinery to tank truck to grease rack, tributors have stocks on hand, backed up 

no matter what type hose is called for — by warehouses in the major oil marketing 

Goodyear has the right answer!) areas—Goodyear has the right answer!) 


FOR THE RIGHT HOSE... AT THE RIGHT PLACE... 
CALL YOUR GOODYEAR DISTRIBUTOR... first in 


Lots of good things 
come from 
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Has All the Right Answers! 


Fe Som ae 


TOUGH AS | NEED IT? 
(With rugged Goodyear construction to 
fight wear, along with features such as 
CHEMIGUM rubber for unmatched oil re- 
sistance—Goodyear has the right answer!) 





SPECIAL HELP WHEN | NEED IT? 
(Call for help on how to get the most hose 
service for your dollar—from a qualified 
expert like your Goodyear distributor—and 
Goodyear has the right answer!) 


AT THE RIGHT TIME... AT THE RIGHT PRICE... 


Or write Goodyear, 


service to the oil marketing industry = s22>*« 


Akron 16, Ohio 


Sv 
— INDUSTRIAL 
Sy EAR roovcrs 


Chemigum —T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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EXTERIOR of Ray’s Rich- 
field Service Station. 


~- 


ss 4 


THIS NCR SYSTEM pays for 
itself in less than one year. 


“Our 4-Drawer Cash Register coupled 
with the NCR Incentive Plan gives us 
a complete record control at all times. 
The improvement it has made in our 
business is amazing! 

“This System gives us complete cash 
and inventory control. Department to- 
tals, available instantly, enable us to 
keep records up to date at all times. 
Charges are recorded promptly and ac- 
curately. Month-end statements are 
prepared as a by-product of recording 
these charge sales. 

“Individual cash drawers for each 
employee make each one responsible 
for his own cash and records and en- 


RAYMAN HAGERMAN, OWNER 
Ray’s Richfield Service Station, 


“Our NCR Incentive Plan 


saves us °3,100 a year... 


returns 121% annually on investment!”’ 


—Ray’s Richfield Service Station, San Francisco, Calif. 


able us to install the Incentive Plan. As 
a result, service has improved, sales have 
increased, and the men have substan- 
tially increased their take-home pay. 
“All in all, our NCR System with In- 
centive Plan has been one of the sound- 
est investments we have ever made. It 
saves us $3,100 a year, returning 121% 
annually on our investment!” 


ae ae 


Owner 
Ray’s Richfield Service Station 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
1039 OFFICES IN 121 COUNTRIES @ 77 YEARS OF HELPING BUSINESS SAVE MONEY 


14 


Your service station, too, can benefit 
from the many time- and money-saving 
features of an NCR System. NCR Sys- 
tems pay for themselves quickly through 
savings, then continue to return you an 
extra regular yearly profit. The NCR 
world-wide service organization will 
help protect this profit. Ask us about the 
National Maintenance Plan. 


(See the yellow pages of your 
pe oon book.) “a 


i, 


deitialihchiieeh » saponins sanieies 
ELECTRONIC DATA PROCESSING 
CR PAPER (NO CARBON REQUIRED) 
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Money-Making Ideas 


New tire valves for 
tubeless-tire sales 
... lamp replacement 


THERE’S EXTRA PROFIT in tube- 
less tire sales when your dealers sell 
a new valve with each tire. An old 
valve may allow a slow leak and could 
end with the customer riding on a 
new flat tire. 


HAVE YOUR STATIONS give the 
“red carpet treatment” to cars left for 
servicing or washing. A red paper 
mat left where the customer’s feet go 
can be used to advertise specials, 
or for service reminders. 


$ 


IN HUNTINGTON, W. Va., a Pure 
Oil dealer has arranged for newsboys 
to pick up their allotments of papers 
at his station. He also uses them to 
pass out handbills at 1¢ per bill. 


$ 


THERE’S A BIG PROFIT in lamp 
replacement sales. Have your dealers 
watch for night customers who may 
be unaware of a “dead” tail lamp. 


$ 


CHANGING LICENSE PLATES 
can be a boon instead of a headache 
the way a Texas dealer does it. He 
advertises that he will install new 
plates free, and pay the motorist 5¢ 
for the old set. He attracts a lot of 
customers—and finds that almost al! 
of them buy something. 


$ 


A TIDEWATER DEALER in Vir- 
ginia won extra trade with this large 
sign at the curb: “You have a headlight 
out.” When he spotted an approaching 
car with a headlight out, he pressed 
a button and his sign blinked on 
and off. 


TRY TYING local promotions in with 
a nearby bowling alley. Example: 
“Buy 10 gallons of gasoline and bowl 
free at the X Bowling Alley.” 


$ 








the 
key to 


24 


SELF 
(Mey Vell, ic 
REFUELING 


ACCOUNTA/ 


automatically and accura 


Key Lock Box — explosion- 
proof design. Prewired and 
color coded. 10 or 20 Key 
system; boxes can be 
manifolded 





Remote Counter Box — Com 
pletely prewired. 24 volt 
DO. C. power supply built-in 
Contains 10 or 20 individual 
customer totalizers 


BUFFALO METER 
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HOUR 


—} = ad fed = 
AND 


EM 


withdrawals 


No waiting, no delays. From un- 
attended terminals your customers 
can load at any hour, night or 
day. A turn of the key readies your 
system for each withdrawal. System 
provides accurate measurement, 
individual receipts, automatic con- 
trols, and a withdrawal record of 
each customer, Record data is 
electrically transmitted into your 
accounting department or any 
other remote location. Affords in- 
stantaneous credit control... 
eliminates multiple postings and 
billings errors... cuts down 
operating costs. 


For details, write for bulletin 1060A. 


For ali product needs .. . meters, pumps, 
va/ves, strainers, accessories, controls... 
specify GRANCO and be sure! 


COMPANY, INC. 





— the welfare of beth vous 


one! your Car—is the fest concern of every Cities Service 
cheater. Tee Cart, om 37 states sannet ( ae 


iif ihistty ts 


a 


From Cities Service, an excitin 


BIG 


Fa 


cS tas 


* 
f 


t 


i] 
r 
a 
2 
ot 


ay 


Hit 


g 
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which directly prod 


© provide you, the motorist, with the finest in service, finest in petroleum Prenhuets au 
waa it ts the trey policy of Cities Service Oi Company 4 complete line of heebest quality 


& new name in automotive gasolene . . . the 


GALLON 


for BIG Mileage! BIG Power! 
BIG Performance! 


No other gasolene—only the BIG GALLON— 
contains all the ingredients, all the boosters, 
juce BIC GALLON performance 


automotive accemones, too. 





under every driving condition. 
Gasolene today is no simple liquid, but is made 
up of many ingredients, each playing its part 


in powering your car's engine 


The BIG GALLON provides all-weather Starting, 
Prevents power loss, guards against Stalling, 


has @ vital role in creating Cities Service gasolencs 
~both regular and Premium. The scientific search for more 
ficient automotive fuels and other Petroleum products to 
power and protect your car, is constant and unending 





Big Advertising 


Protects against corrosion, cuts friction and wear, 
Promotes smooth operation 


Out front in Quality... 
Out front in Service, too. 


CITIES SERVICE 


backs up the Big Gallon! 


The Cities Service Big Gallon —— pees 
i iness! Imagine . . . over 20,000, 
too oe and andl abet the BIG GALLON 
in national magazines such as the Saturday oe 
Post and Sports Illustrated. The BIG GALL 
. . . the most exciting new name in gasolene a 
means bigger profits. Cities Service is backing this 
new name up with a multi-million-dollar advertising 
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is ai ist in your 
am that is aimed at every motoris 
it area. Every Cities Service jobber and dealer 
will benefit from this big advertising program. 


N is the time for action! fie 

Get. complete details right now on the exciting and 
profitable things ahead. Call your nearest Cities 
Service office or write Cities Service Oil Company, 
60 Wall Street, New York 5, N. Y. 
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Enco bought this Walker Oil outlet, will replace restroom building at the rear with 
conventional office and bays. Layout is like that of many West Coast independents 


The West: ‘Why sell gasoline,’ ask West Coast 


independent marketers, ‘if | can make more selling stations?’ 


INDEPENDENT oil marketers on the 
West Coast are being rushed like 
campus queens during sorority week. 

Any marketer 
with a string of 
stations remotely 
adaptable to ma- 
jor-company use 
is being hotly pur- 
sued. 

The two biggest 
rushers are Hum- 
ble Oil & Refining 
and American Oil. 
Humble has ac- 
quired 105 sta- 
tions so far; many 
are already flying the Enco flag. 
American has knocked on many 
doors, but is just this month opening 
a regular office (Suite 900, Lee 
Towers, 5455 Wilshire Blvd., Los 
Angeles). 

Spurred by these two giants, other 
companies are beating the bushes, too. 
Signal Oil & Gas, shooting for major 
status, is perhaps the most active. 

Probably the only company not 
actively in the bidding is Standard Oil 
of California. A jobber in Oregon re- 
ports Standard is turning distributors 
away. 

In this game of buy and sell, the 
stakes are high. Some distributors 
have made millions selling out, re- 
ports a marketing executive of one of 
the most energetic station-buying com- 
panies. 

An independent distributor, enjoy- 
ing the bidding, says with a grin: 
“When they get to $1 a gallon, I'll 


peer oe 


by Mark Emond 


Walker Oil's new station has steel prefab buildings, easy to move or renovate 


sell.” He figures, on that basis, he’s 
worth $2-million. 

Oil or Real Estate?—Regardless of 
original intention, some have found 
it more profitable to sell their stations 
than to stay in oil marketing. 

Some are building and selling sys- 
tematically, giving rise to a special 
type of  oil-marketing operation. 
The technique in this kind of opera- 
tion is to build an outlet than can 
develop substantial gallonage, but that 
can also be converted inexpensively 
to the station type of almost any pos- 
sible buyer. 

One such operator is William Wal- 
ker, Economic Services Inc., doing 
business as Walker Oil Co., North 
Hollywood, Calif. 

Not long ago Walker reportedly 
sold a private-brand chain in Arizona. 
Now he’s selling 13 or 15 stations to 
Humble Oil (NPN—Oct. p33). 

Anything you find out about Wal- 
ker you have to get from somebody 
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else or see with your own eyes; Wal- 
ker himself doesn’t want publicity. 

Walker’s outlets typically are clean 
and modern, well-located, but small. 
They seem to represent something 
near a minimum investment in station 
building for this market. 

Outside of land, most of the invest- 
ment appears to be in the island 
area. Each has a canopy and small 
island office. 

The stations have no lube or service 
facilities. Restrooms and some storage 
are located in a small building to the 
rear. This building can be knocked 
down or added to, depending on the 
wishes of the buyer. 

Lots are big. Walker’s typical sta- 
tion doesn’t occupy anywhere near all 
of the property. Some lots are black- 
topped to the lot lines, permitting 
parking to help with land investment. 

The point is that this kind of sta- 
tion can fit into almost any operation. 

(Continued next page) 
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How Gates Fuel Oil Hose 
gives you extra deliveries 
per day in any weather 


Comparative tests have proved that 
Gates Fuel Oil Hose is 30% to 40% 
more flexible at 0° F than any of the 
three other leading makes of fuel oil 
hose. This means that it is the ideal 
cold weather hose—easier to handle, 
easier to bend, easier to reel, speeding 
delivery and adding profit-making ex- 
tra stops a day. 

And to further speed delivery, Gates 
Fuel Oil Hose is available in 13%” I.D. 
as well as all regular sizes. If you are 
now using 114” hose, this extra 4%” of 
hose I.D. gives you about a 20% in- 
crease in fuel oil flow, even with 114” 
couplings—another factor contributing 

“to make extra deliveries possible. 

Moreover, Gates Fuel Oil Hose is 

made to give a long, trouble-free ser- 


vice life under the extremely rough 
treatment it gets during fuel oil deliv- 
eries. The cover is tough, springy and 
lively even at zero cold. It strongly re- 
sists abrasion damage when dragged 
over sharp gravel and rough concrete 
... abuse that soon wears through the 
cover of ordinary hose. 


You get fast delivery from local 
stocks. Gates Oil Equipment Dis- 
tributors, located in all parts of the 
country, have stocks of fuel oil hose 
on hand, backed by Gates Stocking 
Service Centers in every population 
area. This means that you always get 
fast delivery of Gates Fuel Oil Hose 
from a local source. Call your nearby 
Gates Oil Equipment Distributor when 
you need petroleum hose of any kind. 


The Gates Rubber Company, Denver, Colorado is 


Gates Fuel Oi! Hose - 


New, Gates Lok-Pin 
Reusable Coupling 


The exclusive Gates 
Lok-Pin Coupling can be 
installed in 1/10 the time of 
ordinary reusable couplings 
... is easily installed 

in the field. Moreover, tests 
have proved that this 
coupling has twice the 
holding power of any other 
reusable coupling. 


s Hose for 


petroleum marketing 
need is quickly 
available from 

Koyer.] meri 
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Regions 


One outlet recently bought by Hum- 
ble is being converted at a relatively 

low cost. It's located in Orange, about THESE ARE TH E PRODUCTS 
30 miles southeast of Los Angeles. 

The restroom building in the rear 
will be bulldozed, and conventional 
office and bays will be built. 

The station reportedly was doing 
22,000-30,000 gal. a month. The 
dealer, a former Walker employee 
who went with the deal, was doing 
what he could to build gallonage dur- 
ing the transition. He was offering a 
free car wash on Sunday to anyone 
who bought his g:soline during the 
week. 

Walker’s deal with Humble re- 
portedly included all his operating sta- 
tions. But Walker has a number of 
others under construction or being 
planned. 

One in Garden Grove, about 39 
miles south of Los Angeles, is some- 
what more elaborate than _ earlier 
models, but fits the Walker pattern 
ideally. 

The station is a Besteel prefab. It 
has a display area at the rear along 
with restrooms and storage. 

A dealer nearby says gasoline stor- 
age is three 10,000-gal. tanks. 





>Trading stamps are _ flourishing 
again in West Coast oil marketing 
despite serious legal difficulties they 
encountered last year (NPN—July ’60, 
p24). 

A few pockets of dealer resistance 
are reported in northern California, 
but otherwise stamps are as strong as 
ever. One marketer says, “In some 
towns 85% of stations have stamps. 
It’s fantastic.” 

Legal difficulties in California 
stemmed from an attorney general’s 
interpretation of a two-year-old law. 
The interpretation required dealers to 
post signs showing how much the 
stamps contributed to the price of 
gasoline. 

This has been changed. An addi- 
tion to the Business and Professions 
Code, adopted by the recent legisla- 
ture, says a dealer must simply post 
on his pumps “the number of trading 
stamps given with each 10¢ purchase STAN DARD FOR COM PARISON 
or multiple. thereof.” 

4 — Php: geen are supplying | In every industry there is one company that sets the pace— 
wiles bor peo ise A aliee ie whose products are the standard to which all others strive. 
Each product carrying the Bennett nameplate is designed 


in. is said to be minimum. 
No laws placing restrictions on and produced to set the standard for the industry it serves. 


trading stamps were passed on the 
West Coast this year, but various bills 
were introduced, reports Frank Rote, 
general sales manager of Blue Chip JOHN WOOD COM PANY 
mae Co. ; BENNETT PUMP DIVISION 

n Washington, stamp use is cur- Muskegon, Michi 
tailed by a law requiring cash redemp- nee 
tion. 














November, 1961 * NATIONAL PETROLEUM NEWS 





Fuel oil before (at left) and after 
electric precipitation in PETRECO 
De-hazer. 


Bulk plant and terminal operators can rely on the 
compact, practical Petreco* Electric De-hazer to 
remove water, solids, and residual caustic (or acid) 
from home heating fuels—even those containing 
dispersant additives—immediately prior to loading. 
The result? Furnace oil is clear, bright, haze-free, 
saleable . . . without long, costly periods of storage 
for settling. 

The Perreco De-hazer operates quietly and auto- 
matically, at ambient temperatures, as simply as a 
fuel transfer pump. There is no filtering involved 


* Trademark of Petrolite Corporation. 


= ote): 8) Riko 


mon Fite A TF I.ON 


PETREC¢O 


OIiVvVvIiSition 
3202 South Wayside Drive (P.O. Box 2546), Houston 1, Texas 
1390 East Burnett Street (P.O. Box 7216), Long Beach 7, California 


A PETRECO ELECTRIC DE-HAZER IN YOUR BULK PLANT 
MAKES FURNACE OIL CLEAR, BRIGHT AND SALEABLE 


.no elements to change or back-wash. It has no 
moving parts, requires no steam, and can handle a 
wide percentage range of water in fuel. Utilizing 
the Petreco electric precipitation principle widely 
accepted by the petroleum industry, this dependable, 
economical unit can be custom-designed to fit very 
small areas. 

For complete details and data on the surprisingly 
low cost of installation and operation, write or 


phone... 


SUBSIDIARY AND AFFILIATED COMPANIES 
CANADA, Edmonton, Alberta « ENGLAND, London 
GERMANY, Frankfurt, a. M. «© VENEZUELA, Caracas 


REPRESENTATIVES 


ARGENTINA, Buenos Aires « BRAZIL, Rio de Janeiro + COLOMBIA, Bogota 
ITALY, Rome « JAPAN, Tokyo « KUWAIT, Kuwait » MEXICO, Mexico, D. F. 


NETHERLANDS, The Hague «+ TRINIDAD, Port of Spain 
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The East 


Summer meant mergers 
and market expansion 
for Eastern marketers 


EXPANSION of markets through 
new terminals, purchase of jobber- 
ships, and addition of new-product 
lines seems to 
have occupied oil 
marketers during 
the past summer. 
Here’s the run- 
down: 

e Delhi - Tay- 
lor Oil Corp., the 
East’s newest sup- 
plier for oil prod- 
ucts, formally 
opened its 160,- 
000 bbl. Syracuse 
products terminal, 
17th in a chain that stretches all the 
way to Florida. The full product line 
includes No. 2 oil, regular and pre- 
mium gasolines, diesel, and kerosine. 

e Ashland Oil & Refining Co. is 
moving deeper into eastern upstate 
New York. It has bought Cazenovia 
Oil Co., a Mobil jobbership in Cazen- 
ovia, about 20 miles southeast of 
Syracuse. 

Cazenovia Oil has been in business 
for more than 20 years. It was the 
property of E. C. “Ducky” Drake, 
long active in Empire State Petroleum 
Assn., and his son Charles, who will 
remain as Ashland’s bulk-plant mana- 
ger. 

In addition to the plant, Ashland 
acquired eight retail outlets, a fleet of 
delivery trucks, and a large farm and 
heating-oil business. 

Ashland now operates an even 
dozen bulk plants in upstate areas. 

e Sun Service Inc., operated by 
Jack Neall, is carrying Sun Oil’s heat- 
ing-oil in Atlantic City now that Sun 
has stopped direct marketing. It will 
handle about 2.5-million gal. a year 
for more than 1,300 home-heating 
accounts. 

Neall, a former salesman for Gulf 
Oil, for years operated Hagerthey Oil 
Co. at Atlantic City. Since going to 
Sun with Sun Service, Neall has 
switched Hagerthey Oil to unbranded 
status. 

e Aero Oil Co., Phillips jobber in 
New Oxford, Pa., has gone into 
Cumberland County through the pur- 
chase of Hertzler Oil Service of Car- 
lisle, a former American Oil jobber. 

The purchase adds about 5 million 
gal. to Aero’s annual gallonage, which 


By 
Cornelius Brodersen 


Regions 


has been sold through 26 retail outlets 
and about 500 heating-oil accounts. 

e A. P. Woodson Co., private- 
brand heating-oil jobbership in Wash- 
ington, D.C., has entered the heavy 
oil field. It added No. 4, No. 5, and 
No. 6 oil. Woodson is supplied in the 
main by American Oil Co., but is 
picking up its heavy oils from Paragon 
Oil Co. 

e Suburban Propane Gas Corp., 
biggest independent LP-gas distributor 
in the country, is continuing to diver- 
sify within the industry. It recently 
bought control of Stove Works Inc. 
of Middletown, Pa., a manufacturer 
of LP-gas ranges. 

e George F. Hall Corp., Chevron 
jobber (fuel oil and gasoline) in 
Ogdensburg, N. Y., has set up Green 
Mountain Petroleum Corp. to market 
product in Vermont, and has signed up 
several heating-oil resellers. It can’t 
handle Chevron gasoline in Vermont, 
since this area is assigned to another 
jobber, but it could handle some 
other brand or go unbranded. 


POil jobbers in Pennsylvania are 
trying to fathom the thinking of a 
county court in Harrisburg, Pa. 

The court ruled that refiners, be- 
cause they are the manufacturers of 
the product they sell, do not fall 
under the city’s code. But the jobbers, 
acting as retailers, have to pay the 
city’s $100 annual license fee, plus a 
$i fee for each truck they have. 

The decision came from Dauphin 
County Quarter Session Court in a 
test case that involved Penn Central 
Oil Co., a jobber, and Atlantic Re- 
fining Co., a direct-marketer of heat- 
ing oil in the area. 


Hartol Petroleum Corp. sales divi- 
sion of Tenneco Oil Co. has moved 
its headquarters from New York City 
to East Orange, N. J. Hartol is Tenne- 
co’s wholesale marketing division along 
the northeastern Atlantic Seaboard. 


Phillips Petroleum’s newest full line 
jobbership in the East is Ewbank- 
Walsh Oil Co., of Baltimore, Md. The 
Ewbank in the setup is Weeb Ewbank, 
head coach of the Baltimore Colts of 
the professional National Football 
League. 

Ewbank says his interest in the 
jobbership is strictly financial, with 
actual management left to Walter 
Walsh, who has a 10-year background 
in oil marketing. 

Ewbank-Walsh Oil will start out 
with two stations, one at North Point 
Village shopping center and the second 
on Merritt Boulevard. 
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BENNETT 
OIL MERCHANDISER 


Sell the one out of every 
three customers who will 
buy oil when it is offered! 
Put an Oil Merchandiser 
on your island to remind 
customers to check their oil! 
Empty can and drip recep- 
tacle keeps island neat. 
Panel lock ends pilferage. 
Illuminated sign available 
to increase sales impact. 


JOHN WOOD 
co 


BENNETT PUMP DIVISION 
MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD 
COMPANY LIMITED 
Toronto « Montreal 

ipeg * Vancouver 
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At reception given by Shell employes for retiring Atlanta division manager Sunny 
Kizer (front row), friends saw slides of various phases of his career (see right) 


The Southeast 





A Fond Farewell for Sunny Kizer 


R. D. (SUNNY) KIZER, longtime 
Atlanta division manager for Shell, re- 
tires this fall, and a lot of jobbers hate 
to see him go. South Carolina’s Shell 
jobbers felt so strongly about Sunny’s 
leaving that they kicked in a total 
$5,000 for an appreciation gift. 

At first the jobbers talked about 
giving Sunny a Cadillac. But they 
agreed that that wouldn’t express their 
true feelings for him. And besides, 
» Sunny already has a Cadillac. So the 
jobbers have set up a Ralph D. Kizer 
Shell Scholarship fund, with further 
contributions to be added to the orig- 
inal $5,000 in coming years. 

Earnings from the fund will be avail- 
able to assist Shell sons and daughters 
who are residents of South Carolina. 
Funds can be awarded to children of 
Shell Oil Co. employes, and children of 
jobbers, dealers, and their employes. 
The money will be administered by a 
local bank. The scholarship plan 
should be in operation in time for 
next (1962-63) school year. 

When he heard about the scholar- 
ship, Sunny, known for his ready wit, 


By B. E. BARNES 
Southeast Editor 


said “I guess I'll have to change my 
will, now.” 

Sunny joined Shell in 1925 as a 
clerk in the Indianapolis office. For 
the next ten years he climbed the sales 
ladder at Shell, ending his first Shell 
decade as retail manager at New 
Orleans. In 1938, Sunny took over as 
division sales manager at Indianapolis, 
and later moved to Boston as sales 
manager. 

After working a short time in Shell’s 
New York home office, Sunny was 
named manager of the Detroit Divi- 
sion in 1942. He later headed the 
Cleveland and Baltimore divisions, and 
in 1951 started his 10-year stay as 
Atlanta division manager. 


Kizer’s Shell career took him from NRA 


days (above) to New Frontier (above left) 


Sunny Kizer’s retirement ceremonies 

mostly unofficial—filled an entire 
week. Leading Atlanta banks held 
appreciation luncheons for him. The 
200 staffers in Shell’s Atlanta office 
gave him a huge reception, and gagged 
it up with slides showing old photos 
of Sunny’s oil-marketing career. After 
the slide show, Sunny’s co-workers 
gave him a color TV set. 

Before the round of Atlanta lunch- 
eon and receptions, South Carolina 
Shell jobbers and their wives gathered 
in Columbia, at a banquet for Sunny. 
The jobbers passed a resolution prais- 
ing Sunny for his efforts on behalf of 
both jobber and supplier. (For more 
on the resolution, see p 195). 


Sunny reminisces with Shell friends about his 36-year career in oil marketing 
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OIL SEALS 


The setting in this service station could be in one of yours 
—the result: Your dealers selling more brake relines, more 
wheel repacks and, obviously, more oil seals. Have you 
investigated our ‘‘Sell Oil Seals" story—it does end in just 
30 minutes of your time, but your service profits do not. 
Write today to Mr. Earl Vick, Special Markets Division 
at C/R. 


CHICAGO RAWHIDE MANUFACTURING COMPANY 
SPECIAL MARKETS DIVISION + CHICAGO 22, ILLINOIS 





SEAL OF PROVED PERFORMANCE 
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Esso mounts attack on 
Southeastern market, 
starts with Sarasota 


SWIFTLY, BUT QUIETLY, Esso is 
getting ready for a massive assault on 
the Southeastern market. Area offices 
now exist in At- 
lanta, Birming- 
ham, Tampa, 
Jacksonville, Sar- 
asota, and Miami. 

Some of these 
offices consist of 
managers still op- 
erating out of 
their apartments, 
but they are the 
advance echelon 
of an Esso sales 
force intent on 
getting its share of gallonage in the 
tourist-rich Southeast. 

Dickering already has started in the 
top motor-touring state of them all— 
Florida. The first two big deals for 
Esso are already in the bag. In Sara- 
sota, the 20-station Singleton Oil Co. 
(formerly a Phillips distributorship) is 
sporting the Esso oval. No bulk plant 
is involved in the deal but Esso is 
building one to lease to the new, 
commission-operated Esso distributor- 
ship. Singleton Oil did about 6 million 
gal. last year—mostly gasoline. 

In Miami, Watson Oil Co., with 
eight stations formerly selling the 
Signal brand, is now under the Esso 


sign. 


By B. E. Barnes 


At the Georgia Petroleum Council’s 
recent meeting at Jekyll Island, a 
state-government official presented a 
plaque to Gulf dealer W. F. Living- 
ston. The citation saluted Livingston’s 
“untiring efforts in behalf of tourist 
promotion” for Georgia. What the 
fancy words meant was that Living- 
ston is the ballyhoo king of Georgia 
gasoline dealers. 

Livingston is forever doing some- 
thing that sounds crazy—and sells 
gasoline like crazy. 

Last Labor Day weekend, Living- 
ston contracted with a local (Colum- 
bus, Ga.) radio station to broadcast, 
for 66 hours, every hour on the hour, 
a Christmas carol “for those of us 
who won't be around at Christmas 
time because they didn’t drive care- 
fully.” Naturally, each of these mes- 
sages came with a plug for Livingston’s 
two stations. 

At the stations during Labor Day 
weekend, Livingston gave away coffee 


24 








and doughnuts to nighttime travelers. 
And for 20 nighttime hours during 
the weekend, he had the local radio 
station broadcasting from one of his 
service stations. 

Livingston’s tourist-promotion fame 
has spread because of the grab bag of 
travel literature he keeps on display 
at the station. In a 5-ft.-high, 3-ft.- 
wide display case in front of the 
station office, he shows samples of his 
stock of tourist-information folders. It 


includes city maps of Columbus, 
guides to nearby Warm Springs (loca- 
tion of President Roosevelt’s Little 
White House), and information on 
such far-away Georgia spots as Jekyll 
Island. 

Above the glass case of folders, 
there’s a large sign saying “Yours For 
the Asking.” Motorists can’t grab a 
folder from the display itself—it’s 
protected from the weather by a glass 
front. But they can select material 





VUOP QUALITY ADDITIVES AND 
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ADDITIVES 
improve stability 
of fuel oils. 


Driacin 
100, 120, 121, 130 


COPPER 
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prevent gum formation 
UOP Copper Deactivators 
Regular and AW 50 


ANTI-ICERS 


prevent engine stalling 
due to carburetor icing. 
and UNICALOR 
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CATALYSTS FOR 
BETTER PRODUCTS 


We offer a wide range of chemical 
additives and processing catalysts for 
petroleum products ... and 
inhibitors for rubber goods .. . that 
add sales pluses for more effective 
marketing. 


RUBBER 
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prevent ozone deterioration 
of rubber goods. 
UOP 88& UOP 288 § 


ANTIOXIDANTS 
stabilize gasoline and lubricants 
UOP Nos. 4*, 5*, 5-S*, 7*, S-7*, 88, 
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REFINERY 
PROCESSING 
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key factors in many processes 


that provide better 


quality fuels at lower cost. 
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from the stacks of folders arranged 
neatly inside the station’s office. 

Livingston reinforces his tourist- 
service promotion with local news- 
paper advertising calling his stations 
“vacation headquarters.” He encour- 
ages motorists to plan their vacations 
with the help of free literature from 
Livingston’s Gulf station. 

Another gallonage builder used by 
Livingston is—of all things—a gas- 


oline-powered miniature locomotive. 
It’s an exact replica of a real train, 
having four cars, with 11 seats. Liv- 
ingston’s choo-choo carries kiddies 
around a 100-ft./diameter circle of 
trackage. And the ride’s free when 
Mom or Dad buys as much as seven 
gallons of gasoline in either station. 

Who’s the engineer? Why Living- 
stone himself. 

The train, which cost $1,200, is 


UOP CATALYSTS MAKE 
THE DIFFERENCE IN QUALITY 


The little pill-like pellets above play 
a significant role in establishing the 
quality of the gasolines you sell... 
and in maintaining the price of motor 
fuels at an economical level so that 
petroleum marketing can remain a 
high volume operation . . . one of the 
most important industries in the 
American economy. 

These are not pills in the usual sense 
but typical catalysts used in various 
UOP refining processes. In some 
instances formulated from such ex- 
pensive materials as platinum while 
in others from more common chemi- 
cals, catalysts are the “traffic cops’ 


D 


in many processes which direct the 
change in the molecular structure of 
petroleum hydrocarbons ... providing 
gasolines and other fuels with greater 
power, smoother performance and 
higher quality at an economical price. 

UOP catalysts are developments 
of the company’s scientific staff and 
are used by the refiners who produce 
the gasolines you sell. We also supply 
them with additives which protect 
your gasoline storage system and the 
fuel systems of your customer’s cars; 
stabilize the gasolines in your tanks; 
remove impurities; and even prevent 
carburetor icing. 


UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S.A. 


WHERE RESEARCH !S PLANNED WITH PROGRESS IN MIND 
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located on a vacant lot between Liv- 
ingston’s two stations. (One station is 
an independent. The other—a Gulf 
outlet—is just a block up the street. 
The two stations average a total 90,- 
000 gal. a month, plus a lively lube- 
and-service traffic.) 


&C. M. Routh Oil Co., Esso jobber- 
ship in Winston-Salem, N. C., recently 
moved into an all-new bulk plant 
with 120,000-gal. storage capacity. 
C. M. Routh has been an Esso jobber 
for 11 years, and just last year incor- 
porated his company. 

Routh Oil moved 1.5 million gal. 
last year, about two thirds fuel oil and 
one third gasoline. The company sup- 
plies 10 stations in the Forsyth 
County-Winston-Salem area. 

The new bulk plant was built by 
Esso and leased to Routh. Facilities 
include a one-story block building for 
offices and packaged-products space; 
a two-truck loading platform; and six 
20,000-gal. storage tanks. 


>Less gasoline and kerosine con- 
tamination was found last year in 
Florida than in the previous two 
years, reports Doyle Conner, state 
agriculture commissioner. 

The latest report from Division of 
Standards shows that in the 12-month 
period ended June 30, only 270,056 
gal. of gasoline and 163,320 gal. of 
kerosine were found to be illegally 
contaminated. 

In the previous year, 1.2-million 
gal. of gasoline and 673,782 gal. of 
kerosine were found to be illegal. 
Two years ago, it was close to 3.5- 
million gal. of gasoline and nearly 
2-million gal. of kerosine that didn’t 
pass inspection. 

Conner reports the number of reg- 
istered brands of gasoline sold in the 
state jumped from 765 to 955 during 
the 12-month period. Registered 
brands of kerosine jumped from 103 
to 116 in the year. 


>How far should an oilman trust his 
customers? 

American Oil Co. dealer David P. 
Levine of Macon, Ga., goes all the way 
He trusts his customers so well that he 
frequently sells them gasoline on the 
honor system. 

Levine has been temporary rabbi at 
Macon’s Sherah Israel Synagogue since 
the full-time rabbi left Macon, more 
than a year ago. 

As acting rabbi, American-dealer 
Levine is often called to the synagogue 
during working hours to help with 
memorial, and other special services. 
When he leaves the station, he leaves 
the pumps open for business. On the 
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YOUR INVENTORY REQUIREMENTS CUT 
AS MUCH AS. 40%-— Four ways more 
effective delivery than common carriers! 
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Powerful Thomas Petroleum Transit high 
speed tows clip over 20 days from usual 
Pittsburgh-to-Gulf turn around time 
(Photo A). Specially designed cofferdam- 
med TPT barges permit multiple cargoes 
and flexibility of cargo quantities on a 
trip-to-trip basis (Photo B). Thomas Petro- 
leum Transit specializes in handling 
specialties and chemicals as well as the 
usual products such as gasoline, etc. Acting 
as a contract carrier and not hampered by 
multiple stops, Thomas Petroieum Transit, 
Inc., can take fullest advantage of modern 
inland navigation practices. Associated 
Storage and Terminal Services are offered 
as a full-service to TPT shippers. 
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FOR FAST DEPENDABLE TRANSPORTATION — 
LET TPT ADD NEW DIRECTIONS TO YOUR TRAFFIC THINKING 


Write Dept. T, Box 107, for “Savings and Controlled Cost’”’ booklet 


THOMAS PETROLEUM TRANSIT CO. BUTLER, PA. 
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locked station door there’s a note that 
says, “Be back in a minute.” And be- 
side the note there’s an order book. 
Levine says “My regular customers 
often make special trips across town 
to fill up at my station. I don’t want 


| to disappoint them. So I leave the note 
| and the order book. The customer fills 


his tank, and writes his name and the 


| amount of the sale on a page of the 


order book. Then the next time he 


| comes in the station, he pays up.” 


Levine says he has never lost a cent 


| on this honor system. 


| ®North Carolina’s oil jobbers can’t 
| be accused of non-participation in 
| government affairs. Three jobbers 


have been appointed highway com- 
missioners. And three others were al- 
ready working in appointive jobs with- 
in the North Carolina Highway Dept. 

The three new commissioners are 
Worth Joyner, Rocky Mount Shell 


| jobber; Cliff Benson, Raleigh Gulf 


jobber; and Jimmy Glenn, Winston- 


| Salem Shell jobber (NPN—July p 


136). 
Ralph Morris, Phillips jobber from 


| New Bern, and Stanley Betts, Phillips 
| jobber from Henderson, were already 


on the Highway Board. Ben Roney, 
Atlantic jobber in Rocky Mount, for 
several months has been working for 
the Highway Department as an ad- 
viser on secondary-roads development. 


Gulf Oil has started receiving oil 
shipments at its new $3-million termi- 
nal at Drummond Point, northeast of 
Jacksonville, which is rapidly becom- 
ing a major oil-terminal area. 

American Oil will build a new ter- 
minal to the east of the Gulf property. 
And Florida Oil & Refining has exer- 
cised an option on a tract in the area. 
Hess Oil Co. established a tank farm 
there a few years ago. 

The moves are being made in the 
face of a loss of about 400,000 tons 
in the total of oil products handled at 
Jacksonville in the past year or so. 
Much of the loss is attributed to ex- 
panded use of natural gas in the area. 


>A new North Carolina law requires 
a dealer to get permission from a state 
agency before he can change the name 
or octane rating of gasoline purchased 
within the state. The law apparently 
was designed to prohibit dealers from 
purchasing brand-name gasoline and 
selling it under their own labels, or 
changing its octane ratings. The state 
Gasoline and Oil Inspection Board 
now sets octane standards for all pe- 
troleum products by brand names. 
The law was enacted after the legis- 
lators were assured it would not end 
“those good, old gasoline price wars.” 
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NEW GILBARCO 6x5 CENTRIFUGALS 


chosen for fast fuel handling at /dlewild 


Ten 6”x 5” Gilbarco self-priming “Roto-Prime” centrif- 
ugals are now operating at the world’s busiest airport. 
Each month these new Gilbarco Roto-Primes transfer 
some 15 million gallons of jet fuel and aviation gasoline 
from Idlewild’s tank farm area to aircraft refuelers. 
Before installation, tests were conducted to prove air and 
vapor-handling capacity of Gilbarco Roto-Primes against 
high static lifts — plus their ability to deliver a full-rated 


flow under these conditions. Test results? Gilbarco Roto- 

Primes prime 125 feet of completely dry line in less than 

three minutes...against 30 pounds of constant pressure! 
Learn today how Gilbarco centrifugal pumps can bene- 

fit your business... return so much more on your invest- 

ment. Write now for complete details. 

GILBERT & BARKER MANUFACTURING COMPANY 

West Springfield, Massachusetts and Toronto, Canada. 


The world’s finest petroleum handling and 
marketing equipment comes first from 
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show 
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LOWEST COST 


SR OE 
COST OF TREATING 1000 BARRELS OF FUEL OIL 





| 20 ppm 30 ppm 

$373 | $5.60 
| Additive “A” 3.90 5.85 
| 


| Additive “B” 7.83 


The glass fiber filters pictured above were used to 
test a 3:1 blend of light cycle stock and virgin gas 
oil. Test samples of 50 ml were used: one without 
additive, two with Totap and two each, with 
additives A and B. After three months, storage at 
ambient temperatures, then 90 minutes at 300°F, 
the test samples were filtered (0.5 micron porosity) . 
The photos show the results: far less sludge with 
TotaD and at lower treating cost. 
Towap is available in 16 formulas to meet your 
additive requirements. 
FA-61-2 


PEHETROLITE 


CORPORATION 


~ TRETOLITE COMPANY 


369 Marshall Avenue, Saint Louis 19, Missouri 
200 South Puente Street, Brea, California 


Offices and Representatives in 
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Midwest 


Detroit may install 
ventilation devices 
on all cars by 1964 


THERE’S A GOOD CHANCE that 
Detroit will agree to install crankcase 
ventilation devices on all cars by 1964. 
Two reasons: 

e Welfare secretary Ribicoff has 
threatened to seek legislation com- 
pelling such installation if car manu- 
facturers won’t do it voluntarily. 

e Installation doesn’t cost much— 
less than $6. Most new cars shipped 
to California are already factory- 
equipped with the unit manufactured 
by AC Spark Plug Div. of General 
Motors. 

California has approved AC’s de- 
vice. When it approves the second one, 
some ventilation system will be re- 
quired on all California vehicles within 
three years. 

Crankcase-ventilation units are said 
to eliminate 25% to 33% of motor- 
vehicle pollution. Another 60% to 
65% can be eliminated with exhaust- 
control systems. However, California’s 
Motor-Vehicle Pollution Control 
Board reports that its approval of ex- 
haust-control devices is a year away. 


Just how important will service sta- 
tions be in the time of national emer- 
gency? J. V. Sanner, manager of 
truck industry sales department of 
Pure Oil Co., has the answer: Service 
stations, truck stops in particular, can 
serve the military as important sup- 
ply bases (see picture). 





Pure’s own chain of truck stops, 
more than 260 outlets in 24 states 
have underground storage for more 
than 13 million gal. of fuel, Sanner 
says. In addition, large truck convoys 
can be assembled in the parking areas 
that are part of Pure’s truck-stop sta- 
tions. The stations have air-conditioned 
sleeping quarters for some 3,500 per- 
sons, have restaurants that can seat 
15,000 persons at one time, and han- 
dle tire and road service and light 
repair work to keep trucks moving. 


>A city proposal to make curb-cut 
taxes an annual affair in Omaha has 
raised a storm of protest. Curb cuts 
are now taxed at the rate of $1 per 
foot when they are made, and noth- 
ing after that. The new proposal calls 
for payment of $1 per foot per year. 
Willard B. Smith, president of Iowa- 
Nebraska Gasoline Retailers Assn., 
told the city council the increase 
would be “the straw that breaks the 
camel’s back” for many service-sta- 
tion operators, who are already having 
difficulty making ends meet. 


Thirteen service-station operators at 
Pierre, S. D., have decided to stop 
giving trading stamps with purchases. 
The members of Pierre-Fort Pierre 
Service Stations were unanimous in 
support of the move. Some of the 
stations had given the stamps for 
many years. 


Texaco Inc. will hold its 1962 an- 
nual meeting of stockholders in Chi- 
cago on April 24. Board Chairman 
Augustus C. Long said Texaco has 
some 4,500 stockholders in Chicago 
and almost 10,000 within a 100-mile 
radius of the city. 


‘One of Pure’s Finest Truck Stops’ 
NEW TRUCK STOP opened by Pure Oil Co. near a new interstate highway 


in Ohio offers 24-hour repair service, 


radio dispatched road service, air- 


conditioned roomettes, showers, a restaurant, and gasoline, diesel fuel, and LPG. 
The station, located eight miles south of Mansfield at the intersection of Inter- 
state Highway 71 and Ohio Route 97, has parking facilities for about 100 rigs. 
Pure calls the plant “one of the finest” in its chain of 265 truck stops. 
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(9 YOUR BEST LINE OF SALES ACTION 


_— Ce «xm z| are are: 


AC TRIPLE APPER 


OIL FILTERS 


een — 
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ac AIR FILTERS 
ae 
a 


ac FUEL FILTERS 


Stress quality and reap the profits— 
with AC OIL, AIR and FUEL Filters! 


Start now to ring up extra profits with 
sales of AC Oil, Air and Fuel Filters. 
They are moving in large quantities as 
more and more motorists learn of the 
importance of top quality filtration to 
smooth, economical engine operation. 
AC advertising in national publications 
is telling the filtration story to your 
dealers’ customers. Urge your dealers 
to take advantage of this selling support 
by stocking up now .. . and identifying 


themselves as AC filtration specialists 
and AC Filter headquarters for car own- 
ing customers. 

Oil, Air and Fuel Filters represent a big 
and growing market. Get your share of 
the profits by boosting AC Filter sales 
activity among dealers. Encourage them 
to watch for AC ads—and use AC mer- 
chandising aids. They'll get profit- 
making Sales ACtion—and so will you— 
with AC! 


AC SPARK PLUG RS THE ELECTRONICS DIVISION OF GENERAL MOTORS 


YOU GET ACTION WITH 
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PROFIT SQUEEZE? 


BEAT IT BY USING A WAYNE LIFT 
TO SELL MECHANICAL SERVICES 


Wayne Model E-F-77, the 2-post Universal frame lift, offering 
the advantage of walk-through accessibility. Permits dropping 
of complete drive train, speeds muffler and tailpipe replacement. 


> —S 


Famous Wayne Universal frame lift safely lifts any car up 
to 8000 Ib.; retracts to 4% in. to clear the lowest import. 
Small superstructure, high degree of adjustability give you 
free access to entire underbody for fast, profitable servicing. 


There is real profit in inspection and mechanical services 
when you have a Wayne Universal working for you. Here is 
a lift that safely handles any car that turns into your station— 
old, new, domestic, foreign—and light trucks, too. You never 
need turn a customer away. 


And the Wayne Universal is fast. Simply spot the car on the 
stops, position the pads and arms—using the handy hook 
provided—and raise the lift. There is no crawling under. 


Most important, the Wayne Universal gives you maximum 
access to the entire car underbody. It is easy for you to show 
a customer needed repairs and adjustments; easy for you to 
make them—at eye level, with plenty of headroom and a clear 
floor underfoot. Everything is handy—mufflers, suspension, 
differential—and the wheels turn free. Thus you work faster, 
get the most profit from every lift-hour. 


Give your profits a lift. Send now for complete data on the 
Wayne Universal. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation, Salisbury, Md., Fort Wayne, Ind. 


Symington Wayne International Co. Ltd., Spitalgasse 9, Zurich 1, Switzerland e Wayne Pump Canada Ltd., Toronto, Canada 

Wayne Tank & Pump Co. Ltd., Bracknell, Berkshire, England e The Wayne Pump Co. South Africa (Pty.) Ltd., Capetown, South Africa 

Equipamentos Wayne do Brasil, S.A., Rio de Janeiro, Brazile Jurgens & Wayne Apparate und Pumpenbau GmbH, Einbeck, West Germany 
Wayne Italiana, S.A., Rome, italy 
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Southwest 


Even hurricanes can't 
discourage dedicated 
‘gas’ price-warriors 


EVEN HURRICANE CARLA'S wild 
and violent fling on the Texas Gulf 
Coast had no effect on the one thing 
which deeply con- 
cerns every 
Southwestern oil 
marketer _ these 
days—retail gas- 
oline price wars. 
The price cutting, 
especiallyin 
Texas and Okla- 
homa, just seems 
to have no end. 

When Carla hit 
in mid-September, 
she closed every 
refinery on the Texas coast. They re- 
mained closed from a few to several 
days. Some estimate that at least 1.5- 
million bbl., or 63-million gal., of re- 
finery production that had _ been 
planned was lost. If just half that 
planned production was in gasoline 
yield, the coastal plants turned out 
31.5-million gal. less gasoline than 
they had planned. 

For those who believe in the law 
of supply and demand, such figures 
would indicate firm market conditions. 
And, according to that old theory, 
firm markets should bring firm prices. 
But that is not the way it turned out. 

A week after Carla hit, when any 
supply shortage should have been 
showing up, retail prices were still off 
in virtually every major Southwestern 
city. These included San Antonio, 
Dallas, Ft. Worth, Oklahoma City, 
Tulsa, Albuquerque, Baton Rouge, 
New Orleans and Waco. 

The only bright spot at that time 
was Waco, where prices did climb up 
to within about 2¢ of normal. It was 
about time. Waco marketers had been 
selling for as low as 6.9¢, ex taxes. 

In all the other major cities, prices 
remained from 2¢ to around 10¢ 
below normal. 

Some tightness in supply did occur, 
but it didn’t affect prices. San Antonio 
marketers supplied by pipeline out of 
Houston, for instance, were rationed 
for several days. Meanwhile, price 
cutting at their stations didn’t let up. 

Southwesterners weren't surprised 
that prices failed to firm following 
Carla’s tirade. Many say that just too 
much “bitterness and personalities” 
have entered into the situation now 


By Marvin Reid 





for anything like the law of supply 
and demand to clean the markets up. 

“I just don’t know what the trouble 
is,” one jobber said recently. “It 
seems like we have all gone com- 
pletely mad. This major takes out 
after that one. This private brander 
gets mad at both and starts cutting. 
The reasons behind the cutting vary 
in different cities, but in each one you 
can now find this personality thing.” 

Another jobber got a grim belly- 
laugh out of the question: “Did Carla 
firm up your markets?” 


Regions 


“We have had normal prices here 
for exactly eight days during the past 
three years. Do you think a little 
thing like a hurricane could solve our 
problems? Hell, I don’t think we'll 
ever have a normal market again in 
Texas.” 

The effects of the retail disturb- 
ances are so severe that few marketers 
can plan or talk about anything else. 
As one big jobber said: “I’m now 
giving up $8,000 per month because 
of our price war. How can I think 
about anything else?” 


“MY DISTRIBUTOR SWITCHED TO RICHFIELD 
..»NOW I’M HITTING THE JACKPOT!” 


Your dealers — and you — will hit the jackpot when you switch to a 
Richfield Distributorship. Richfield is more rewarding...you can bank 
more “jack.” You'll get the very highest quality in products, in mer- 
chandising, in advertising, in supplier help and cooperation. PLUS 
the exclusive benefits of this unwavering policy: Richfield does not 
market its brand of products in competition with Richfield branded 
distributors! Let’s talk in confidence. Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17, N.Y. 
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Regions 


Canada 
Shell Oil of Canada 


goes coast-to-coast 


SHELL OIL OF CANADA is now 
marketing coast-to-coast in Canada. 
Shell filled a gap in the prairie prov- 
inces and added more than 1,000 out- 
lets—mainly in Manitoba, Saskatche- 


wan, and Alberta—when it concluded 
an alliance with North Star Oil. 

A significant portion of North Star's 
business has gone through agents to 
rural retailers and to the farm trade. 
It is now marketing a full line of 
Shell products under the Shell symbol. 


British American Oil Ltd., has in- 
stalled filters in delivery hoses of its 
gasoline pumps. BA says the “Final- 
Filtering” process removes all sedi- 














Inspection and Calibration 


Service 


Gulf Coast Division 
120 Oil & Gas Bidg. 
Houston, Texas 





The Name That Means 
Dependable 


E.W. SAYBOLT & CO., INC. 


GENERAL HEADQUARTERS — 265 BAYWAY, ELIZABETH 2, N. J. 





West Coast Division 
115 Avalon Blvd. 
Wilmington, Calif. 














ment from the gasoline, down to 
particles .0002 in. in size. 


Rockies 


Frontier Refining plans 
marketing expansion on 
both sides of Rockies 


GRADUAL EXPANSION of Fron- 
tier Refining Co.’s marketing “on 
both sides of the Rockies” lies ahead, 
promises M. H. 
Robineau, Fron- 
tier president. 
The marketing 
expansion is nec- 
cessary, Robin- 
eau said in a re- 
port to stock- 
holders, so the 
company’s refin- 
eries at Cheyenne, 
Wyo., Salt Lake 
City, and Farm- 
ington, N. M. 
can be operated at a higher percentage 
of capacity. 

Frontier's vigorous marketing in 
recent months was highlighted by in- 
troduction of its GS-1000 energy fuel. 
The new gasoline was marketed first 
in Colorado, Wyoming, Montana, 
western South Dakota, western Kansas, 
and western Nebraska. 

The success of that marketing 
prompted Frontier officials to move 
quickly and expand marketing of GS- 
1000 throughout its western division 
at Beeline branded stations in Utah, 
Idaho, New Mexico, Arizona, and 
eastern Washington. 

Frontier is also taking steps to 
market GS-1000 through the 27 serv- 
ice stations and four wholesale out- 
lets in Florida operated by Frontier’s 
wholly-owned subsidiary, Florida 
Southern Oil Co. 

Frontier has been spending rela- 
tively large sums in promoting the 
new fuel. The first marketing in the 
eastern Rockies was signaled by large 
display advertisements in 45 daily 
and weekly newspapers and announce- 
ments on 41 radio stations. 

Frontier has acquired 50% interest 
in Fuels Research Service Co., which 
holds exclusive domestic and inter- 
national sales rights for GS-1000. 

Before acquisition of the 50% in- 
terest in Fuels Research Service, Fron- 
tier had negotiated an agreement for 
exclusive use of GS-1000 in its oper- 
ating territory. That agreement re- 
mains in effect. 
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CHEVRON 


STATION 


You build more sales with signs of PLEXIGLAS 


Nowhere is dramatic, eye-catching trademark repro- 
duction more important than at the service station 
itself. Here, all advertising and promotional effort 
comes to a head at the point of sale. Here, signs must 
stand out brilliantly to meet today’s competition— 
to catch the attention of people on the move. 


That’s why oil companies use PLEXIGLAS® acrylic 
plastic for signs, wall letters, facades, island lighting 
—and are constantly developing new uses—at service 
stations. Colorful and legible by day, PLEXIGLAS 
signs are completely luminous from internal lighting 
at night. Trademarks are accurately reproduced. 
What’s more, PLEXIGLAS is strong, rigid . . . has 
time-proved weather-resistance and keeps sign main- 
tenance costs low. 


Learn how PLEXIGLAS can build more sales for you. 
We will be glad to send you our full color brochure, 
‘““PLEXIGLAS for Signs’ and arrange a showing of 
our 20-minute color film, ‘The Sign of PLEXIGLAS”’. 


ROHM™M ret 
HAAS & 


PHILADELPHIA S,PA. 


In Canada: Rohm & Haas Company of Canada, Ltd., West Hill, Ontario 


PLEXIGLAS 
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LIFTS BEST! 


G) FP-46 MARKT Frame Lift... bes 


LIFTS FASTER... Just swing arms in or out, set 
pick-up pads and raise car to convenient working height. 
It’s that easy to lift any make of car on the Rotary 
FP-46 Lift...note arm and pick-up pad position in 
photo at left of Chevrolet 

Brookwood. This photo 

also shows accessibility to 

under-car parts afforded by 

the FP-46 superstructure. 


LIFTS EASIER... 

Eccentrically mounted pick- 

up pads have greater adjust- 

ability ...are easily set to 

contact those hard-to-reach 

pick-up spots on some 

vehicles. A special lube orifice (not a fitting) on pick-up 
pads makes it easy to keep them rotating freely. Pinned 
arms lift off for cleaning and lubrication and can be 
kept in good working condition with least effort. 


LIFTS BEST... Formed 


steel arm construction with 
welded interior reinforcing 
bar gives strength where it’s 
needed without unnecessary 
extra weight. The FP-46 has 
a full 8000 Ibs. capacity and 
is available with either the 
Rotary Airdraulic or Full 
Hydraulic Jacks, both of 
which have been proved for 
safety, durability and econ- 
omy for many years in all 
parts of the world. 








STATIONS CAN HANDLE THESE 


AND MANY MORE JOBS PROFITABLY 
WITH A ROTARY FP-46 FRAME LIFT 


Lubrication e Oil change 

Brake adjustment and replacement 

Tire replacement, rotation, inspection and repair 
Muffler and tailpipe replacement 

Shock absorber repair 

Wheel bearing inspection and packing 

Spring and shackle replacement 

Transmission, drive shaft and differential service 
King pin and tie-rod replacement 


General safety inspection 





MODERNIZE OBSOLETE LIFTS 
ECONOMICALLY WITH AN FP-46 
REPLACEMENT SUPERSTRUCTURE 


The Rotary FP-46 Frame 
Lift is available as a re- 
placement superstructure 
for obsolete Free-Wheel 
Lifts and old-style Roll- 
On Lifts which fail to 
handle many modern cars 
satisfactorily. If the present 
jacking unit (any make, 
post World War IJ) is in 
good condition, the Rotary 
FP-46 superstructure can 
be installed to replace the out-dated superstructure. 
Savings, as compared to buying a complete new lift, 
are up to $395. Ask your Rotary Lift representative 
for details of this modernization plan. 








ROTARY FP-46 MARKT FRAME LIFT 


Product of DOVER CORPORATION, ROTARY LIFT DIVISION 
Memphis, Tenn. @ Madison, Ind. @ Chatham, Ontario 


First name in oil-hydraulic auto lifts—passenger 
| DOVER | and freight elevators—industrial lifting devices 











How to keep their meters (and your profits) ticking 


Quality... . 


THE BEST ECONOMY OF ALL 


It’s done by putting fleet-owners 
next to cash savings that you can 
demonstrate as an oil jobber. 

Take savings with Sun motor oils 
for example. They’ve been proved in 
rigidly supervised tests of taxi, police 
car, and plant fleets involving up to 
50,000 miles per car. Cars lubricated 
with a competitive motor oil ended 
up with rocker arms _ seriously 
gummed and sludged from constant 
cold-engine, stop-and-go driving. 


Assemblies running on Sun motor 
oils with their superior sludge- 
fighting additive remained clean and 
free from sludge. 

Free brochure gives facts on super- 
vised fleet tests. Let it help open 
doors to sales. For your copy, 
ask your Sun representative or 
write to: Sun Oil Company, Dept. NP11, 
1608 Walnut Street, Philadelphia 3, Pa. 
In Canada: Sun Oil Company Limited, 
Toronto and Montreal. 


PIONEERING IN PETROLEUM PROGRESS FOR 75 YEARS 


NATIONAL 


PETROLEUM NEWS + November, 196] 





Ellis: ‘I’m suspicious’ 


Barksdale: ‘Partly to blame’ 


ila ie a 


Pacific Oil Conference 
The great debate: Is area pricing good or bad? 


DIVERSIFICATION of merchandise 
—that’s what West Coast distributors 
are concentrating on to offset smaller 
profits on gasoline and lubricants. 

The question generally has ceased 
to be, Should I diversify? Instead it’s, 
What merchandise should I take on? 

Diversification was the liveliest 
topic at the Pacific Oil Conference’s 
second annual management institute, 
in Eugene, Ore. It stole the show, on 
and off the program, from such hot 
subjects as price wars and wide-area 
pricing. 

Distributors from California, Wash- 
ington, and Oregon came up with 
these conclusions about merchandise 
diversification: 

e With margins getting smaller, 
and with automobiles requiring less 
and less service, it’s necessary for 
jobbers to diversify. 

“If we don’t diversify our merchan- 
dise lines,” said Donald Kitch of West- 
ern Oil Co., Portland, “we distribu- 
tors are going to lose our position.” 

e Three basics of diversification 
are: (1) handle all types of merchan- 
dise, whatever will go in your area; 
(2) use plenty of open space; and (3) 
display items in mass. 

e Make lube bays secondary. With 
proper personnel, this can be done. 

Distributors concluded there were 
no set rules in choice of merchandise 
lines for service stations. But here are 
some observations: 

e Price must be competitive. 

e Items must turn over fast. 

e It’s better if inventories and 
selling prices are handled so that you 
can move in and out of a merchan- 
dise item fast. 

e A highly successful line: auto- 
motive items on a pickup, packout 
basis. 

e Advertising, while costly, is es- 
sential in merchandise diversification. 


A major-company leader in diver- 
sification is Tidewater Oil Co. When 
western marketing manager Will 
Dubin* showed up to speak on “The 
Consumer’s Interest,” distributors 
swung a question-and-answer session 
over to diversification, particularly 
Tidewater’s brake-service program 
(NPN—May p120). 

“Do more with what you have,” 
said Dubin. This might be called 
Tidewater’s motto. 

How many dealers are qualified to 
do brake work? “Approximately 40% 
now. We expect 80% in six months.” 

How much does it cost to get into 
brake repair? “For $350 we can put 
a man in as a brake specialist.” 

If you diversify merchandise, how 
can you keep inventories in control? 
“Eliminate slow-moving products.” 

But the public is used to getting 
some of these slow items from service 
stations. “Tidewater has eliminated 
235 products this year. I don’t know 
of a single customer we've lost be- 
cause we couldn’t afford to handle 
slow-moving obsolete products.” 

How do you get dealers interested? 
“We told our men we were going to 
be hard sell; we were going to do 
everything within the limits of the law 
to persuade them to take on brake 
service.” 

Wide-area pricing took the spot- 
light when Otis H. Ellis, general coun- 
sel of National Oil Jobbers Council, 
aimed some criticism at it. 

Under area pricing, said Ellis, “in- 
dependents are finding their margins 
clipped, and suppliers are coming out 
with netbacks equal or, in some cases, 
better than before.” 

He said, “I’m beginning to get sus- 


* Dubin resigned from Tidewater Oct. 11, 
citing “an honest and amicable difference 
of opinion on marketing philosophy.” (See 
main news section.) 
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Lundberg: ‘Now it’s not who’ 


Associations 


4 
Dubin: ‘The facts of life’ 


picious that—either by actual or tacit 
consent—this thing was born of com- 
mon design.” 

Frank Barksdale, Super Save Sta- 
tions, Seattle, said, “Independents are 
struggling for survival. I don’t know 
how long I can stay in business with 
margins what they are. Other inde- 
pendents are in the same boat. I think 
wide-area pricing is partly to blame. 

“To make matters worse,” Barks 
dale added, “because of the 1¢ differ- 
ential, our volume is off 25% since 
the first of the year.” 

Dan Lundberg, public relations con- 
sel of California Petroleum Marketers 
Council, disputed Ellis’s conclusions. 

“If he were to poll West Coast 
jobbers,” Lundberg said, “he would 
find they are very enthusiastic about 
the change that has taken place in the 
market. 

“They have fared a hell of a lot 
better under wide-area pricing than 
they fared when companies employed 
a fluctuating or ‘net’ tankwagon based 
on rebate pricing. 

“Wide-area pricing does away with 
arbitrary price adjustments based on 
emotions and extremely local condi- 
tions. Now it’s not who did what bui 
what did what.” 

Tidewater’s Dubin emphasized that 
wide-area plans differ, as well as mar- 
ket conditions. 

“On the West Coast,” he said, “I 
don’t think wide-area pricing is going 
to reduce jobber margins. I say that 
the facts of life here are going to re- 
duce jobber margins.” 

Irving Jensen of Golden Eagle Re- 
fining, reporting on a workshop ses- 
sion on pricing philosophy, said the 
consensus of marketers was that the 
situation had improved under area 
pricing, and that the system was at 
least worth a trial. 

About 60 marketers attended the 
POC institute, put on by Vic Milnes, 
Western Oil, Portland; Frank Barks- 
dale, Super Save Stations, Seattle; and 
Lundberg. Next year’s institute will be 
held in California. 
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These Products 


SELL 
Your Products 


A COMPLETE LINE OF 
MOTOR OIL CABINETS im 


SELOUL 


helps you... 
Increase motor oil sales 


Speed driveway service | 
Promote station cleanliness jon fo 
iq 


Choose from 5 models 
including a new 48- 
inch SELOIL cabinet to 
match low silhouette 





lube-service center 


£) @ A complete customer reminder 

> P\ service and lube-bay record 
system including work desk. An 
effective system to build repeat 
business and lube-bay profits. 
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e ROLL-A-DOOR 
Tire Merchandising Cabinet 
MASS DISPLAY ond point-of-sale adver- 
tising that’s always visible to increase 
tire sales. Opens in seconds. Doors 

roll on ball bearings. Capacity 108 
average size tires. 





Retreshment Patio 


Take advantage of today’s growing de- 
mand for vending. Build sales volume and 
improve station operation. Available in 
lengths of 12, 18, and 24-feet. 

VENDING SHELTER available for eco- 
nomical protection of vending equipment, 


MODERN METAL PRODUCTS CO 
P.O. BOX 1798 e GREENSBORO, N.C 





Associations 


Colorado 


Super-stations could 
improve jobbers’ lot 





THE SUPER-SUPER service station 
wide-area pricing, and multigrade 
gasoline don’t spell the end of the 
oil jobber. That interpretation of cur- 
rent trends in marketing was given to 
Colorado Petroleum Marketers Assn’s 
annual convention by William C. Mar- 
quis, manager of product pricing, 
American Oil Company, Chicago. 

On the basis of tests by American, 
the jobber’s lot may improve with the 
advent of the big service stations said 
Marquis. “It appears the jobber will 
wind up like we do, with less capital 
investment, more volume and more 
profit.” 

Marquis, acknowledging that no 
definite conclusion can be reached yet 
on the big-station trend, said Amer- 
ican was quite satisfied with its test 
at Vincennes, Ind., and a similar ex- 
periment at Fairfield, Iowa. At Vin- 
cennes, American supplanted 10 re- 
tail outlets with a single big station. 
(NPN—May ’60 p 92) 

“This one station is doing the vol- 
ume of those 10 old ones,” Marquis 
said, “although it lost local business. 
We more than made up for that with 
the transient business we picked up.” 

He said a satellite station is being 
erected at Vincennes to recover the 
local trade. 

The local jobber definitely figures 
in American’s big station plans, Mar- 
quis said. In the Iowa experiment, a 
local jobber is contributing part of 
the capital investment. 

Marquis said on the basis of test 
marketing by major companies in 
Charlotte, Buffalo, and Indianapolis 
he concluded that the multigrade 
pump disrupts the market violently 
with resulting losses in profit. “There 
is a tremendous shift from house- 
brand gasoline to the cheaper grades,” 
Marquis said. “It’s true that the lower- 
octane gasoline is cheaper to make 
but it takes away the house brand 
volume and with it goes the usual 
profit margin.” 

In his president’s report to the con- 
vention, Harvey C. Luckett of Boulder, 
retiring president of the association, 


| said, “oil marketing seems to be turn- 


ing into a price auction instead of a 
selling industry. We need to put sell 
and selling back into the oil marketing 
business. It seems like the past few 
years we've always been on the defen- 
sive instead of taking the offensive and 
selling our products.” 


Pennsylvania 


New problems crop up 
as the economy recovers 


A YEAR AGO, members of Penn- 
sylvania Petroleum Assn. were con- 
cerned about general economic con- 
ditions within their state. 

At this year’s fall convention of 
PPA at Pocono Manor last month, 
jobbers reported general economic 
conditions were improving as steel and 
other industries begin to pick up. 

But they said they were still faced 
with other problems: 

e Majors are still raiding job- 
ber commercial-consumer accounts 
(gasoline and heating oil), they say. 

e More competition is coming 
from unbranded gasoline. 

e Undercover fuel-oil discounts 
are being offered to wholesalers. 

PPA voted to protest against the 
commercial-consumer account raiding. 
The last protest was made in 1958 and 
it had some temporary effect. “A lot 
of marketing changes have been made 
in majors since then, so another pro- 
test may have some effect again,” a 
jobber said. 

John D. King, executive vice presi- 
dent, Cities Service Oil Co., told the 
annual luncheon meeting, that jobbers 
should look at the overall picture. 
“Looking only at problems caused by 
oversupply and price demoralization 
gives a distorted view of the industry,” 
he said. 

Glenn L. Werly, president of Na- 
tional Oil Fuel Institute, and L. T. 
White of Cities Service Co’s business 
research department, rounded out the 
speakers’ portion of the convention’s 
second day. 


New England 


Jobbers urged to let 
one man handle credit 


JOBBERS SHOWING up for New 
England Fuel Dealers Assn.’s annual 
convention in Manchester, Vt., in 
early September, picked up many tips 
on how to remain solvent and how to 
give better service so they can grow 
and earn more money. 

Hugh W. McKee, burner-service 
manager of White Fuel, Boston, gave 
jobbers ideas on how to give better 
service and how to do it without in- 
creasing costs. 

Among his suggestions: (1) have 
burner men go to refresher courses 
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to learn new techniques, (2) never use 
inexperienced burner men; (3) equip 
service trucks with basic materials and 
parts needed most out in the field to 
save time and money by eliminating 
the necessity of returning to the shop; 
(4) keep a close check on the effi- 
ciency of all burners; and (5) keep 
time cards on your men. 
Credit-control details came from 
Vernon W. Loveitt, division credit 


manager, Mobil Oil Co. at Boston. He | 
suggested jobbers let one person in | 


their organization handle all credit 
matters. “And don’t interfere with 
him when he makes a decision,” 
Loveitt said. “If you do, you interfere 
with the purpose of the program.” 


Empire State 


ESPA seeks stronger 
voice, more members 


EMPIRE STATE Petroleum Assn. 
believes it can best serve its members 
—and jobber interests generally— 
only if it can become more represen- 
tative of all jobbers in New York. 
ESPA currently represents about 
300 of the 1,000 or so jobbers in the 


state. But as president Halsted Park | 
told them at their fall convention at | 
Bolton Landing, it could speak with a | 
strong voice on national and state | 
legislation affecting their operations | 
only if that ratio could be increased | 


considerably. 


The upshot was a campaign aimed | 
at enlisting many jobbers not already | 


affiliated with the association. 


Members of ESPA-recruiting teams | 


will contact known nonmember job- 
bers in the state and attempt to per- 
suade them to join. In this way, ESPA 
hopes to add at least another 100 
jobbers. It believes its recruiting po- 
tential could be as high as 350-500 
jobbers. 

Many of the potential recruits al- 
ready belong to smaller or local or- 
ganizations. 

Largest of the other groups is Fuel 
Merchants Assn., whose membership 
of 250 rivals ESPA’s own in numbers, 
if not in influence. 

FMA was originally a coal mer- 
chants group. But most of its mem- 
bers have added fuel oil to their lines, 
and some handle it exclusively. 

ESPA’s president promised closer 
cooperation with the FMA in future 
matters affecting their mutual interests. 

Richard Balch, former New York 
State public service commissioner, 
may have given fuel-oil men some 
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Let’s take a look 

at the muffler business 
and what it means 

to your dealers 


Ken Richcreek, AP Sales Manager, 
discusses service station muffler 
business from your point of view. 


Service stations that make extra profit from light repair work 
without taking time away from their regular services are 
bound to be happier and more successful. But the extra parts 
and services must come up to the quality standards of the 
petroleum products they sell. 

Moreover, they must be able to add these additional serv- 
ices without a large investment in equipment or a lot of 
technical training. Ideally, it should be a steady volume busi- 
ness, and not fall off at certain seasons. 

The installation of AP Mufflers is an extra service that 
meets all these qualifications. AP quality assures satisfied 
customers. No capital investment in equipment or great 
technical skill is required. And with the AP pneumatic muffler 
gun and installation manual, which he can get free, a dealer 
can install most mufflers in 15 minutes or less. Finally, no 
other part or service he sells will make him so much money, 
so fast, so often. 

It makes good sense for your dealers to take on the AP 
Muffler line. With the steady, extra profits from AP longer- 
lasting mufflers and pipes, they’ll be able to maintain a 
healthy, growing business and do a better job for you. 


THE AP PARTS CORPORATION 
22X AP Building, Toledo 1, Ohio 


AP MUFFLERS ARE SOLD BY MORE DEALERS THAN ANY OTHER BRAND 
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When jets get thirsty, that’s the time for U.S. Royal Aircraft Fueling Hose, now outperforming competition at airports 
across the nation. This extra-tough hose ignores severe weather conditions. Defies abusive treatment. Won't kink or 


collapse. Resists the new aviation gasolines and jet fuels. Yet it’s light, flexible, a cinch to handle. Ask the men whose 
job is fueling airplanes! 
ML KL) 








Why does industry prefer US Hose? Because, in the most de- 
manding applications, US Hose delivers and continues to deliver, often 
performing faithfully after other hose have failed. It is this consistently 


superior performance that explains why US is the largest hose manu- 
facturer in the world. 

















Easy to handle, yet tough to hurt — that’s U.S. 
Royal Fuel Oil Delivery Hose. Trucks by the thousands 
depend on its light weight, flexibility, durability, kink 
resistance. Its overall efficiency, especially under harsh 
conditions, is unbeatable. You can really rely on this and 
ALL US Hose. 








The tougher a tank truck’s job, the more a driver 
(and his boss) appreciates U.S. Royal Tank Wagon Hose. 
Run over it, park on it—its “soft” construction and in- 
herent toughness leave it unharmed. Super-flexible, 
easy-handling, this US hose drapes from a tank truck’s 


back or side without kinking. , 
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Within sight of the Capitol, this busy Washington gas 
station is typical of the thousands that depend on U.S. 
Royal Wire Braid Gasoline Hose. Strong, long-lasting, this 
hose shrugs off hard service, keeps coming back for 
more. Some operators say it outlives other hose by 
400%. Try that on your cash register! 
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For every industrial rubber product need, turn scription. Discover why U.S. Rubber has become 
to US. For Conveyor Belts, V-Belts, the original the largest developer and producer of industrial 
PowerGrip “Timing’”® Belt, Flexible Couplings, rubber products in the world. See your US Oil 
Mountings, Fenders, Hose and Packings... Equipment Jobber. He has a superior hose for 
custom-designed rubber products of every de- every marketing need. 


& 
WORLD'S LARGEST MANUFACTURER TS United Sta Fes Rubber 


OF INDUSTRIAL RUBBER PRODUCTS MECHANICAL GOODS DIVISION 





THE SERIOUS 
RESPONSIBILITY 


of standing behind another’s product 


(and how brake service with Raybestos can help) 


Many of your dealers are offering services today—like brake work—that | 


they did not handle five or 10 years ago. In so doing they have to use 
products you don’t make. Yet they are still your dealers, operating under 
your respected brand name ...so you may get the black eye if these products 
don’t toe the mark. 


. Where brake service is concerned, Raybestos can make a solid contribution 
to the public’s good opinion of you. Raybestos brake linings—the #1 choice 


of both motorists and dealers in every national survey—assure your cus- | 
tomers safe stops and long wear. Raybestos tailors brake lining combina- | 


tions to the specific make and model of car. What’s more, realizing that 


skillful installation is also extremely important, Raybestos conducts local | 


clinics and its own factory schools to train your dealers to do fast, efficient 
brake work at a profit. 


Top-quality brake service is not only immediately profitable, but, in the 
long run, valuable—because it builds good will and service station traffic. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. | 








Associations 





ammunition when he said his private 
opinion is that subsidies granted by 
utilities to builders installing their 
equipment are illegal unless specific- 
ally written into utilities’ approved 
rate schedules. 


Indiana 


Prove you are needed, 
Miller urges marketers 


THE ONLY WAY for anyone to 
prove a right to a position in the mar- 
ket place is “to prove a need for your 
function,” W. H. Miller, marketing 
vice president of American Oil, told 
independent Oil Marketers Assn. of In- 
diana during a panel discussion at the 
37th annual meeting, in Indianapolis. 

“The future of the industry is in 
the hands of the marketers,” said 
Miller. 

“We're in a period of oversupply, 
and we're going to have to live with 
this misery,” said John D. King, ex- 
ecutive vice president, Cities Service 
Oil Co. “The thing that will bail us 
out is a sense of responsibility.” 

“Predatory pricing” is the worst 
thing in the industry today, declared 
L. E. Kincannon, executive vice pres- 
ident, Rock Island Refining Co., on 
the same panel. “That is what causes 
people to run to the politicians for 
help, yet nothing is to be gained from 
taking individual complaints to Wash- 
ington. The most asinine thing I know 
is guaranteed margins.” 

Others on the panel were Frank 
Fehsenfeld, Crystal Flash Petroleum, 
Grand Rapids, Mich.; Ken Goodwell, 
Phillips jobber, Richmond, Ind., and 
Frank Breese, NPN editor, modera- 
tor. The next day, Adam Rumosho- 
sky, API marketing division director, 
described the new oil-heat program 
and National Oil Fuel Institute. Henry 
Moses, general counsel, Mobil Oil, 
explained the new wages-and-hours 
bill. 

The keynote for the convention 
was sounded by J. Arnold Jones in 
his presidential report warning job- 
bers and suppliers alike they must 
learn to compete at a profit or face 
government control. 

A 30% growth in membership was 
reported in the two years since Len 
Castle has taken over, first as execu- 
tive secretary, now as executive direc- 
tor. Indiana has 200 members now, 
divided between branded and private- 
brand jobbers. 

(For more on Jones’s report, see 
pages 53 and 81.) 
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designed to deliver HIGHER PROFITS! 


PETROLEUM PRODUCTS 


TRUCK TANK 


MASTER-CRAFTED BY 


(OLUMBIAN 


There’s more profit in delivering any petroleum product— 
gasoline, kerosene, fuel oil and lubricants—with Columbian 
Truck Tanks. Engineered for greater efficiency in loading and 
unloading, equipped for maximum service, and designed for 
prestige-building attractiveness, these Columbian truck tanks 
are remarkably economical to purchase and operate. 

Whether your operations reach industrial plants, service 
stations or homes in urban, suburban or rural areas, you’ll 
find that Columbian has the right delivery vehicle for your 
needs. They’re easy to mount on your truck chassis and long 
in service life. Columbian stock models offer the additional 
economy of production line fabrication, with the 
versatility of custom-built units. 

See Your Columbian Distributor, now—or write for free 
Catalog TT 158. Columbian builds truck tanks of steel, 
stainless and aluminum—and over-the-road transports 
and semis. 


COLUMBIAN STEEL TANK COMPANY 


P. O. Box 4048-1 Kansas City, Mo. 


STEEL, Master-Crafted by Columbian... First for Lasting Strength 


We do contract steel fabrication 








UNITED DELCO? WHAT'S IN IT FOR ME? 


simply say Delco 


AND POWERFUL UNITED DELCO 


When you simply say Delco you're identified by hard- 
hitting advertising that ties in directly with your own 
point-of-sale merchandising material from Delco... 
pulling in more customers for more business. This 
advertising goes to work for you everywhere! In 
Magazines: Look, Reader's Digest, and Post... 
CBS TV with the National Football League Game of 
the Week, and the big bowl games... NBC Radio 
with network “News on the Hour,” “News of the 
World,” “Emphasis,” “Monitor” . . . On Billboards 
where people are constantly reminded to simply say 
Delco. 


@ DELCO ADVERTISING WORKS FOR YOU EVERY- 
WHERE . . wherever they go, car owners in your 
neighborhood can’t miss being reminded of the service 
you offer and the UNITED DELCO LINES you handle... 


ca 


ADVERTISING HELPS YOU SELL! 


all famous products, manufactured by many General 
Motors Divisions and distributed through United Delco: 
Delco Remy Electrical System Parts « Delco Batteries « 
Delco Rochester Carburetors, Repair Kits and Chemicals 
e Delco Packard Wire and Cable « Delco Products Shock 
Absorbers « Delco Harrison Thermostats « Delco Hyatt 
Bearings « Delco New Departure Bearings « Delco Guide 
Automotive Lamps and Lamp Parts « Delco Moraine Brake 
Fluid and Brake Parts « Delco Appliance Windshield 
Wiper Systems, Heater, Defroster and Accessory Motors 
¢ Delco Radio Automotive Radios and Electro-Mechanical 
Devices « AC Service Parts « Hydra-Matic Transmissions. 
And Delco backing includes more: 


@ FREE SERVICE TRAINING for you and your employees 
through your United Delco supplier... practical, scientific 
schooling at a nearby GM Training Center. 


NATIONAL PETROLEUM NEWS * November, 1961 





.. with 


@ UNITED DELCO CABINETS to fit your needs . 
well organized drawers and shelves, clearly marked for 
efficient parts storage. 

@ DELCO INVENTORY CONTROL CARDS checked peri- 
odically by your United Delco supplier. These cards come 
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with your cabinets, help simplify every inventory problem. 
@ DELCO CATALOG INFORMATION makes your job 
easier . . . cuts guesswork with the latest application 
information. Call your United Delco supplier and find out 
what's in it for you from Wmited Delco. 


UNITED MOTORS SERVICE, Division of General Motors 
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WANT TO TUNE UP MORE CARS WITH FEWER 


simply say Delco 


Delco Remy and Delco Rochester and Delco Packard. Put this popular team of 

Delco parts up-front in your modern Tune-Up Center... and watch your inventory and 

overhead problems melt before a sunnier profit picture. Why? Because Delco Remy 

Ignition Parts, Delco Rochester Carburetor OK Kits and Delco Packard Ignition 

extra Leads are fast turnover items. # Delco is a brand name that customers know and trust. 

‘profit And these quality lines are long on coverage, short on inventory. Take, for example, 
broader just 16 Delco Remy contact sets. That's all you need to service 97% of all cars regis- 
coverage tered. For a quick, quality carburetor tune-up of popular U.S. cars and trucks 
less Delco Rochester Carburetor OK Kits fill the bill with gaskets, needle and seats, 
investment pump plungers. It's the same story with the new Delco Packard individual ignition 
cimply say gam leads. From only 12 TVRS leads or seven 440 copper core cable leads, you give 
| Delco ww service coverage to nearly all American cars. = The United Delco tune-up “Pattern 
ann Ee War ore For Profits” has this whole money-making story .. . efficient coverage, impressive 
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PARTS FROM A SINGLE QUALITY SOURCE? 





advertising, training, application and service information. Ask your United Delco Supplier for details. = 
Better yet, take 15 minutes and let him show you the substantial profit opportunity you have in the tune-up busi- 
ness when you simply say Delco. Delco Remy Electrical and Ignition Parts, the complete line of 
Delco Rochester carburetor service and replacement parts,and Delco Packard 
Ignition Leads are distributed nationally through Umited Delco. 


UNITED DELCO, Products of General Motors 
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WANT CONDENSERS THAT KEEP YOUR CUSTOMERS FROM SEEING RED? 


simply say Delco 


It’s the quick, easy way to get the condenser that best meets your customer's needs—there’s a Delco Remy 
condenser made for every popular American car and light truck. Precision balanced to match the rest of the 
ignition system, Delco Remy condensers assure correct electrical capacity, provide maximum contact point 
life and resist voltage breakdown. A hermetic seal keeps out harmful moisture, oil and vapors. Spring-loaded 
internal electrical connections to winding are vibration-proof. Your customers get more dependable operation— 
you get more repeat business plus maximum protection against “comebacks.” 
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Delco Remy condensers, like all Delco Remy quality-built electrical system components, are 
available at leading car and truck dealers and through Umited Delco 


DELCO-REMY « Division of General Motors « Anderson, Indiana 
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INSTANT STARTING SERVICE FoR 6 OR 1? VOLT CARS 
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simply say Delco 


AND BUILD BIGGER BATTERY BUSINESS WITH 4 BIG BONUS PACKAGES 


There’s no business like battery 
business in the winter months to 
come. Get ready to cash in on 
the selling season with special 
Delco service equipment that 
helps you check batteries FAST, 
EASILY and ACCURATELY. Get 
set for road service calls with the new, improved 
Delco Start-O-Pak. Check the four Delco Battery 
Winter Promotion Packages in this ad... then ask 
your Delco Battery supplier for details. 


1. DELCO-TRONIC BONUS PACKAGE. Right now 
many Delco Battery wholesalers are offering the new 
pocket size, fully transistorized Delco-tronic Battery 
Checker at a special low price with a qualifying order 
of Delco Batteries. With the Delco-tronic you can 
check batteries faster than you check the oil. 


2. ELECTRO-CHECK BONUS PACKAGE. Natural 
partner to the Delco-tronic Checker, this light load 


50 


tester tells you whether the battery should be replaced 
or recharged. Spot ‘em with the Delco-tronic—test 
"em with your Electro-Check meter and watch your 
battery charging, battery sales profits climb. Like the 
Delco-tronic Checker, the Electro-Check meter is 
being offered by many Delco Battery wholesalers now 
at a real saving with a qualifying order of Delco 
batteries. 


3. START-O-PAK BONUS PACKAGE. Here's the 
perfect partner for road service calls or starting the 
tough ones that get pushed into your driveway. The 
new Delco Start-O-Pak has built-in polarity protec- 
tion, built-in charger, spotlight and safety remote 
switch. The Start-O-Pak is being offered by many 
Delco Battery suppliers at bargain prices with a 
qualifying order of Delco Batteries. 


4. SPORTS PAK BONUS PACKAGE. The new 
Delco Sports Pak provides portable power for camp- 
ers, boatmen ... and a wide variety of farm or indus- 
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—-NET BIGGER PROFIT PER SALE WITH SPRING-RING BATTERY CABLE 


trial needs. Get it now at a special price from most 
Delco Battery suppliers when you buy a qualifying 
order of fast-moving Delco batteries. The Sports 
Pak includes a plug-in light with 6-foot cable, a built-in 
charger and comes in a new corrosion-resistant 
plastic case. 

AND, you can win one of 58 trips to the NASCAR 
Races at Daytona Beach. Attend one of the service 
clinics being sponsored by many Delco Battery 
wholesalers and you're eligible to enter the contest. 
Delco Batteries are distributed nationally 
through United Delco. 
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DELCO PACKARD SPRING-RING battery cables 
mean more profit for you on battery sales. All it takes 
is two more seconds to check the cable when you 
check a battery. And two seconds plus a pair of 
pliers is all it takes to connect SPRING-RING terminal. 
Just squeeze the tangs and it's on. Squeeze again, 
and it’s off. The SPRING-RING terminal is universally' 
designed for both positive and negative posts. 
SPRING-RING battery cables are original equipment 
for all General Motors divisions. Delco Packard 
automotive wiring is distributed nationally through 
United Delco. 


UNITED MOTORS SERVICE, Division of General Motors 





for safe, economical transfer of petroleum products specify 
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SCOVILL 


pr nates ame: 


COUPLINGS —PERMANENT or REATTACHABLE 


From Scovill you can now get the indus- 
try’s most complete line of permanent and 
reattachable couplings for fuel oil and gas 
pump hose. Ruggedly made in a wide range 
of sizes to both commercial and military 
specifications, all Scovill Couplings give 
long, safe, trouble-free service. 

Besides petroleum products, Scovill Coup- 


f 


fle 


520-H Permanent. 34” to 4” 


Dubi-Grip Reattachable. 1” to 11/2” 


Cis 


Super-Grip Reattachable. 1” to 4” 





Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. 
San Francisco, California: 434 Brannan Street. 
Jacksonville, Florida: P.O. Box 8366. 
Houston, Texas: 2323 University Boulevard. 
Toronto, Canada: 334 King Street, East. 
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Dub!-Grip Reattachable. 3%” and 1” 


lings can be used in the transfer of many 
other types of liquids and on rubber, syn- 
thetic, and reinforced hose. If you have any 
applications for which you are in doubt 
about correct coupling usage, write us—our 
engineers will be glad to assist you. Scovill 
Manufacturing Company, Industrial Coup- 
lings, Waterbury 20, Connecticut. 


External Guard for Fuel Oi! Coupling. 3%” to 3” 
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Internal (illustrated) and External Guards for 
Gas Pump Couplings. 3%” and 1” 


Complete equipment for attaching by machine or hand is available 


Hose Couplings by 


SCOVILL 
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What They’re Saying 


A Plea for Market Stability 


Who's responsible for 
recurring price wars? 
asks J. Arnold Jones* 


¢¢ Whose Price War?” Petroleum in- 
dustry advertising is notoriously low in 
readership, but Gulf probably broke 
all records by asking [that] simple 
question. Regardless of Gulf advertis- 
ing, I think most people in Indiana 
would give Gulf credit or discredit 
for the present marketing disturb- 
ance. I say credit or discredit because 
there are many _ branded-company 
representatives here, as well as brand- 
ed jobbers, who secretly admire the 
action taken by Gulf. 

. . . Is Gulf trying to eliminate the 
privated-brand 2¢ differential, or is 
Gulf saying: ‘Well, Mr. Shell, Mr. 
_Mobil, and Mr. Texas, you wouldn’t 
let us market as a private brand in 
any area where we had very little 
representation and very little brand 
image, therefore we will give you the 
reverse treatment in areas where we 
are well represented and have a good 
brand image?’ Perhaps it is a battle of 
the giants, but as usual the little man 
gets hurt. 

. . . ‘Whose Price War?’ Is Standard 
Oil of Indiana (the market leader) 
responsible? . . . Is the private-brand 
marketer responsible? . . . Are brand- 
ed jobbers a factor? 

. .. ‘Whose Price War?’ Obviously this 
price war or any price war belongs 
to all who are in the disturbed areas. 
It would be relatively simple and com- 
forting to many if marketers could 
lay the blame for price disturbances 
on station over-building, depletion al- 
lowance, rigid domestic crude prices, 
and a growing foreign surplus. There 
can be little doubt that these basic 
factors are involved, but each and 
every marketer in a given area is 
responsible to some degree. Only by 
sensible marketing can _ integrated 
companies hope to retain a 274%2% 
depletion allowance, continue crude 
import restrictions, and avoid market- 
ing divorcement. We must learn to 


*From an address by J. Arnold Jones, 
retiring president of Indiana Independent Oil 
Marketers Assn., to the association at Indian- 
apolis, Ind. 


Jones: ‘The battle is wild’ 


compete with each other and with 
ourselves at a profit. 

. . . Industry suicide is the end result 
of complete irresponsibility in pricing 
our principal product, gasoline. In- 
dustry suicide in the form of com- 
plete government control, regulation 
of producer, refiner, and marketer. 
. . . The battle is wild, but none can 
move so swiftly, or fit the marketing 
organization so quickly into the 
changing economic climate as _ the 
local marketer. I plead with every in- 
dependent businessman here to for- 
get that he is a petroleum jobber and 
become an aggressive retailer, inter- 
ested only in satisfying customer 
needs for goods and services and in 
providing employment opportunities 
for the men and women that com- 
prise his marketing organization. I 
plead for the return of the ‘enterpris- 
ing Yankee’ to petroleum marketing. 
.. . Few of us can perform the whole- 
sale function as effectively as our sup- 
pliers. However, no supplier will ever 
be able to perform the retail func- 
tion as effectively as the local mar- 
keter. Ask your supplier for the kind 
of assistance that you need. If it is 
not in his policy book, I am sure it is 
in the policy book of someone else. 
Tradition is strong and it is painful 
to break old ties, but today market- 
ing is king and the independent oil 
marketer, branded or private brand, 
must work with the supplier that can 
best complement his marketing or- 
ganization in his local market.99 
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HI-RECOVERY 


(let euro 


OIL FIRED WATER HEATER 
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HI-RECOVERY" 
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Oil 
FIRED 


HOT 
WATER 


HEATERS ' : 
eta. 


Glass Lined — 6 sizes 
30 gal. with 120 gal. hr. rec. 
50 gol. with 150 gal. hr. rec. 
70 gal. with 200 gal. hr. rec. 


Available with A.S.M.E. constructed tanks 
135-210 & 270 Gals. an hour recovery 


m on 
Copper Lined — 3 sizes 
30 gal. with 120 gal. hr. rec. 
50 gal. with 180 gal. hr. rec. 
65 gal. with 215 gal. hr. rec. 


Hi-Test Galv. — 4 sizes 


A.S.M.E. constructed 135 to 
300 gallon an hour recovery 


Twin Coil Jobs 


Up to 6,000 gal. an hr. rec. 


Swimming Pool Heaters 


Help prolong the 
swimming season 


Coast to Coast Distribution 


A PRODUCT OF 


QUIET AUTOMATIC 
BURNER CORP. 


33-35 Bloomfield Avenue 
Newark 4, N. J. 





What They’re Saying 





About ‘corporate weight-control programs... 
Dealers buying stations .. .Trade groups’ fight 


PETROLEUM PRODUCTS : 
for survival on membership dues 


HANDBOOK 
Virgil B. Guthrie, Editor 


Formerly Editer of Petroleum Processing 
Managing Editer of 
National Petroleum News 


¢¢ If the gasoline industry had elec- 
tric cars for competition, you can bet 
there would be a radical change in 
gasoline advertising. Fuel oil is in 
that competitive position, in spades. 
That’s why we have to be particularly 
fussy about our reputation. It is hoped 
the industry’s new interest in oil-heat 
advertising will be oriented toward 
gaining a greater public acceptance 
for oil’s advantages and expanding the 


«¢ Haven't you 
been asked this 
silly question: 
How’s your oil? 
How in the world 
do you know? 
You can’t see it 
or read the oil 
gage. How silly 
this must sound 
to most women 


Here’s a practical handbook to help you 
specify or use petroleum products effi- 
ciently and economically. This master 
reference work gives you the methods, 
data, and facts you need in transporting, 
storing, handling, and applying each 
product. Prepared by 32 specialists, this 
valuable handbook covers gasoline, diesel 
oils, additives, lubricating oils, greases, 
light oils, gas turbine fuels, and much 
more. It details the propert’es which de- 
termine performance value, explains 
methods of testing, and describes fields 
of use. What's more, you'll find the future 


growth outlook of each product discussed. 
In addition, you get specifications, ac- 
cepted standards, and the other pertinent 
data for commercial products. A handy 
Reference Data Directory helps you 
quickly locate essential information, in- 
cluding all published sources for current 
data on tests and specifications. 864 pp., 
459 iSlus., $18.56 (payable $6.50 in 10 
days and $6 monthly for 2 months). 


ENGINEERING FUNDAMENTALS 
FOR P.E. EXAMINATIONS 


Just Out. Get the essential information 
you need to pass your P.E. license exam- 
inations. Here is clear, practical coverage 
or engineering fundamentals. Included 
are mathematics, mechanics of materials, 
electricity and electronics, chemistry, and 
engineering economics. By L. M. Polentz, 
Censulting Engineer. 394 pp., 554 illus., 
$9.50 


DOMESTIC AND 
COMMERCIAL OIL BURNERS 


Second Edition Now Out. Install both 
home and commercéal oil burners quickly, 
profitably using the practical methods 
here. The book covers newer burner de- 
signs and applications, latest accessories 
and controls. Includes electromagnetic, 
mechanical, and electronic types. Gives 
you scores of easy-to-use troubleshooting 
charts. By C. Burkhardt, Oil Inst. of 
Amer, 2nd Ed., 403 pp., 360 illus., $9.00 


FREE EXAMINATION 


| McGraw-Hill Book Co., Dept. NP-Ii 
327 W. 4ist St., New York, 36, N. Y. 

| Send me book(s) checked beiow for 10 days’ examina- 
tien on approval. In 10 days I will remit for book(s) I 
keep plus few cents for delivery costs, and return un- 
wanted book(s) postpaid. (We pay delivery costs if 

| you remit with this coupon—same return privilege.) 


| © Guthrie—Petroteum Products Handbook—$18.50 
($6.50 in 10 days and $6 monthly for 2 months) 


(5 Polentz—Eng. Fund. for P.E, Exams.—$9.50 
| 0 Burkhardt—Dom. & Comm. Oil Burners—$9.00 
Name 
| Address 
| City 
| Company 
| Position 


} For price and terms outside U. S. 
i Write McGraw-Hill Ietl., N.Y.C. 36 








who don’t even 

know where the 
oil is put in or drained out. It would 
be less silly for the supermarket man- 
ager to ask her how’s your groceries, 
because chances are she knows, she 
checked the refrigerator or deep 
freeze before she left home.” Jack J. 
Nemeth, director of West Coast sales, 
Continental Oil Co. 


¢¢ One of the first signs of maturity 
(in 1959-60) was a universal recogni- 
tion of the importance of what I like 
to call ‘corporate weight control.’ The 
oil industry had become just plain fat. 
It was obvious that it had to be 
trimmed down to fighting weight if 
it was to remain healthy and vigorous. 
As a result, costs were cut sharply, 
reorganizations took place, and better 
planning techniques were instituted. 
The corporate weight-control pro- 
gram, in my estimation, has done 
much to improve the health of an 
obese industry.” Fred H. Moore, ex- 
ecutive vice president, Mobil Oil Co. 


«¢ Jimmy Roosevelt is trying to be a 
savior. He knows which majors have 
arrangements for dealers to buy sta- 
tions. The trouble is that dealers want 
to buy stations at 1910 prices, and 
that’s not practical. Nor is it practi- 
cal for dealers to be investing in sta- 
tions costing $150,000 and $200,000 
or more.” Major oil-company execu- 
tive 


¢ It seems to me that the distributor 

. . can obtain an unusually good 
effect with his public relations efforts 
if he approaches the subject intelli- 
gently and puts into it the same 
enthusiasm and energy be generally 
devotes to the more manifest require- 
ments of his business.” J. M. Shea Jr., 
Marketing vice president, American 
Petrofina Inc. 


NATIONAL 


market rather than seeking selfish gains 
at the expense of others.” Robert 
Lynch Jr., secretary, Hartford Better 
Home Heat Council 


¢ An old friend, 
a top sales execu- 
tive in his compa- 
ny, said . he 
would ‘beseech 
all oil men, par- 
ticularly those in 
top management 
positions, to give 
closer attention 
and study to basic 
marketing prob- 
lems’ . . . I think 
everyone would do well to review indi- 
vidually in a fresh spirit of openmind- 
edness, the constructive suggestions, 
yes, even the criticisms of individual 
jobbers and dealers and their organi- 
zations.” Barney L. Majewski, presi- 
dent, Signal Perfect Fuels 


Majewski 


¢¢ Most oil marketers are concerned 
about such things as prices and mar- 
gins . . . over which the individual 
marketer has almost no control. It 
might profit all of us in terms of 
greater volume and earnings to pay 
more attention to the things we can 
control: the types and quality of serv- 
ice we provide; appearance and clean- 
liness of our facilities; the selection 
and training of our dealers and em- 
ployes.” James M. Patterson, public 
relations director, American Oil Co. 


6¢ Trade associations that are going 
to survive in our changing business 
world must offer more services to 
their members. No longer can any 
trade association survive solely on its 
membership dues.” Hugh Thompson, 
managing director, Fuel Merchants 
Assn. of New Jersey 
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THAD) & the sign of DISTINCTION 
— 


\ 


See how maximum light power is developed 
— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


NEON PFPROYVDUCTS 
INCORPORATED 
® Zima 4, Ohio U.S.A. 
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SIGNS OF 
INCREASED 
GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 


The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below, 


We operate service stations. 
Please have a Signvertising Engineer call. 





“Ford Trucks have cut 
maintenance costs 93%... 


almost doubled our net profits!” 


says Robert Dohse, President of Acme Transport Company, Oelwein, lowa 


“Our net profit for the first three quarters of this 
year is almost double that of last year, and most 
of the credit for this increase belongs to our five 
Super Duty and two Diesel Ford Tandem tractors. 


“We like Ford’s excellent performance, superior 
riding qualities and low initial price. But from 
our standpoint, Ford’s greatest economy feature 
is the almost complete absence of repair costs! 
We've run these seven tandem tractors 750,000 
miles without as much as one minute’s downtime. 
For example, our 1960 T-850 with 534-cu. in. 
Super Duty V-8 has logged 150,000 miles pulling 
a 9,200-gallon tank trailer (73,000-Ib. gross) with- 
‘ out any nonroutine shop time. 


‘‘Now for a closer look at the records, the total 
maintenance expense on our Fords averaged 
$19.09 per truck, per month. Competitive make 
trucks (none more than a year old) were costing 
us $310.39. Also, that vexing problem of down- 
time is a thing of the past—we know our Fords 
will always be available when needed. 

“After driving Fords, our drivers tell us they 
wouldn't care to go back to our former equipment. 
Ford’s cab design and handling qualities are such 
that there’s much less fatigue at the end of a run. 

‘“‘For our money Ford Trucks are the best pos- 
sible investment in over-the-road equipment, and 
we're buying two more Diesels and another Super 
Duty Tandem.”’ 


Solid testimony that Ford’s full-time economy only starts with low price! 


FORD TRUCKS 


COST LESS * 
PRODUCTS OF MOTOR COMPANY 
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1 REPAIR 


| SERVICE 
am . i oe Get ALL the 


Tube— 
Gauge— 


coRng | @:. : performance built 
) : | into your tires... 
with Schrader’s 


EXTENSION 


Extending the life of tires makes 

good business sense. By keeping 

your customers’ tires properly in- 

flated for best wear resistance you 

also reduce Road Hazard Warranty 

bg en, aeeeae “al adjustment claims. In addition, this 
pant I ae th plan helps sell more tires and ac- 
in 18 months—built to cessories. TIRE-LIFE EXTENSION 
ln ge Ag shows your interest in the simple 
service practices that people de- 

serve and appreciate (but seldom 


. Standard pencil tire / ; h> get from your competitors). 
re comur te hi ts : 

easi ; : For example, Schrader pocket 
spot check tires. F : 

man who works in your ¢ am gauges, dual-foot truck gauges and 
ee chuck gauges provide you with the 
tools to measure your customers’ 
tire pressure, accurately every time. 
And you know they’re right if you 
certify the accuracy of all your 
gauges regularly with the Schrader 
Tru-test Special gauge. 


This TIRE-LIFE EXTENSION practice 
will open many opportunities for tire 
sales, and any or all of your services. 
To perform all 3 practices best, send 
for the big new Schrader catalog. 

B. Schrader Chuck It contains every 
Gauge — replaceable product you 
fetes hese and chip need, with extra 
proves osrgye a elements of qual- 
less tires—single ity that make for 


button contro! steady business. 











*What is the TIRE LIFE EXTENSION A. SCHRADER’S SON * BROOKLYN, 38, N. Y. 

lan? Simpl lyin ivisi ; ; oe ae 

i Simp y Somes b ae Division of Scovill Manufacturing Company, Inc. 
using this — asa —— an 
fleets three ways: 1. Fewer 
flats on the road. 2. Full milea FIRST NAME IN TIRE VALVES 
and performance from ail tires. 3. 


Lower operating, maintenance and @ division of SCOVILLE FOR ORIGINAL EQUIPMENT AND REPLACEMENT 














Made in America to American standards of quality by American craftsmen 
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NEW WAY 


INSTANT INVOICING ENOS ERRORS 


Your drivers don't have to be bookkeepers, because the 
new Lockheed Computing Register does all the figuring 


Just turn the handle of the Lockheed Computing Register and 
it calculates and prints gallons delivered, price per gallon, 
sales tax (if any) and the total price—a complete delivery 
ticket-invoice. The Register is always right. It eliminates 
the problems of errors in drivers’ calculations and careless 
handwriting. 

In fact, the Register eliminates the need for any checking 
of delivery tickets. Consider how much that one feature saves 
you in clerical costs. The Lockheed Register prints complete 
invoices. Because invoices go to your customer at time of 
delivery, you don’t have to type and mail them. You get 
paid sooner, too. 


Instant Invoicing saves driver time —at least one minute 
at every stop. That’s a half hour per day, per truck. You easily 
save $3.00 a day — $360 in a heating season. 

Bonus features: pre-set counter, totalizer, automatic com- 
putation of discount, easy installation on any meter. Every 
tenth of a gallon is computed and billed. Routine mainte- 
nance? None needed. Your customers and drivers appreciate 
this up-to-date invoicing method. 

See your jobber for details. If he does not yet have 
complete information please contact: Lockheed Electronics 
Company, a Division of Lockheed Aircraft Corporation, 
Telephone Metuchen, N. J., Liberty 9-4430 “collect.” 
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(This second ad of our series ran in over 50 Midwest/Southwest papers. 
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...with Morrison 


Protect your investment — avoid the tragic losses due to fire — demand Morrison tested 
emergency and escapement valves for all bulk storage tanks in your business. 


THERE IS A REASON WHY the Morrison valves shown here are fast becoming standard for the industry. 
As excessive pressures build up within tanks the top section of Morrison Escapement Valves lift off the seat... 
escaping vapors are directed outward from the escapement valve in a horizontal plane. Vapors are not 
directed downward to add additional heat to the already strained roof of the tank. Important features like 
this are causing more and more to turn to Morrison . . . Oil Equipment Headquarters. 


EMERGENCY VALVES — for use in every 
above-the-ground bulk storage tank. Easily 
installed from outside the tank, yet the 
disc, seat and all closing mechanism is 
inside the tank. Please refer to catalog 
for the size you need. Order Figure 272. 





ESCAPEMENT VALVES—for bulk station 
safety and economy. Relieve excessive 
pressure due to abnormal conditions. 
Figure 244, above, is for relief of pres- 
sure only—To be used in conjunction with 
a Figure 548 pressure-vacuum vent. Avail- 
able in 8 and 16 ounce pressure. 


For Safety's Sake — Specify Morrison Vents 


MORRISON BROS. CO. 
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COMBINATION escapement valve, shown 
above, provides both pressure and vacuum 
relief, under emergency conditions. Figure 
548 pressure-vacuum vent should be used 
with this valve. Available in 8-16-32 ounce 
pressure with 1 ounce vacuum. 


OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 








PURE VINYL 


GET 
"/ RAINGOAT 


WITH EACH CASE 
OF TUNG-SOL (4m. 
HEADLAMPS (74h. oxo 


PLASTIC 


@ HEAT SEALED, STITCH- 
REINFORCED SEAMS 


@ SLASH POCKET HOLES 
@ ARM VENTS 


@ STYLISH RAGLAN 


@ SNAP FASTENERS 


ANI 


LN) AN “ iv NN 4 : SLEEVES 
iN Ve ; . 


vet 
@ SMART TRANSPARENT 
GREY COLOR 


@ PERFECT FOR DRESS OR 
WORK 


@ AVAILABLE IN MEDIUM 
AND LARGE SIZES 


@ MADE IN U.S.A. 
ANY TYPE: 


4001 - 4002 - 4005 
6006 + 6012 + 6013 


CONVENIENT CARRYING CASE 


See your supplier for details 
OFFER LIMITED— ORDER NOW 


® AUTOMOTIVE PRODUCTS DIVISION 
| a TUNG-SOL ELECTRIC INC., newark 4, NJ. 
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Marketing, long-time stepchild of 


‘ dent 
Shell Oil Co. 








arses is MARKETING — 


The big trend in the petroleum industry today is the Comments Dwight F. Benton, vice-president of sales 
emergence of marketing as the key operation. Reason: for Indiana Standard, “Time was in Standard Oil—as in 
Far mors oil is for sale than customers need to buy. many other companies—when marketing took a back seat 
Therefore, the company that can keep its luct moving to. other phases of the business. Now the marketing con- 
is the one that can best keep its stockholders happy. cept, which sees marketing as a combination of science 

Chis trend has been apparent for several years. But some and art, has become the focal point of orientation .. . 
had 3. higher-productios 


There is a climate of acceptance in the industry 
that will let marketing do a better profit- 
That means an opportunity for fast 


from advertising in NPN. 


Spon oe asa 
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the oil industry, now rules the roost 


se Kaulroad Commission | 





| oe 





Now You Need It to Stay Alive 


management attention were concentrated on producing 
crude, rebuilding refineries, erecting terminals, and secur- 
ing other facilities to get the product moving to market. 
We ran hard to keep up with growing demand. In recent 
years, with much of the original task completed, there has 


been a shift in in emphasis to more aggressive marketing.” 
oer mt market- 





ment of the integrated companies traditionally have been 

production and refinery people. But with the rap . growth 

of crude supplies and refinery capacity during and follow- 

ing World War II, there has been a sharper focus on 

‘ownership of the market,’ and a growing realization that 

the one who has the customer on his books is in the most 
vorable positi 


now for the ideas, techniques and equipment 


producing job. 


profits for you 


y 
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a a 
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Announcing: 


an exciting new concept in valves 





Double Ball Checks maintain 
sealant pressure in the enclosed 
grooving system in the valve. 


Sealdport Grooving System is 
carefully designed for complete seal- 
ing around ports. 








Button-Head Fitting provides for 
simple, quick injection of plastic seal- 
ant for instant seat replacement. 


Fixed Adjustment Assembly is 
set at the factory for proper sealing 
fit and operating torque: requires no 
attention in the field. 


Structural Design of the PERMA- 
TURN valve is the strongest of any 
valve available today. 





THE STANDARD PERMATURN DESIGN 
(available also in Hypreseal design for high pressures) 


A unique design feature in the Rockwell PERMATURN 
valve is its coated plug. Selected after extensive testing 
during the five year PERMATURN development program, 
the coating material has an extremely low coefficient of 
friction and is applied so that it is permanently bonded to 
the metal surface of the plug. 

This tenacious, durable dry film lubricant gives perma- 


* HEART OF THE PERMATURN VALVE 


nent separation of metal surfaces of plug and body, prevent- 
ing sticking and assuring smooth, easy quarter-turn opera- 
tion always. The coating is inert to all normal liquids or 
gases and has proved its durability, both in torture tests 
conducted in Rockwell research laboratories and in nu- 
merous field installations made throughout the country 
to confirm these results. 





The 
Rockwell 


PERMATURN 


Valve 


offering long life, ease of operation 
and attention-free performance 
in petroleum services 


Out of a background of 40 years’ leadership in valve research comes the newest, 
most significant development of this decade: the PERMATURN valve line. 

Fully tested for five years in Rockwell’s own modern laboratories . . . and field- 
proved before introduction . . . the PERMATURN valves are the first to combine 
all the most wanted valve features in a full line available in all sizes, from 4"’ to 
36’’, and for all normal pressures, to 10,000 psi. 

Here are the advantages offered by this new valve; advantages that have not 
been available in any single valve design until this time: 


ATTENTION-FREE PERFORMANCE 


In many non-critical valve services, users place a premium on a 
valve that can be installed and forgotten: that needs no attention. 
Where such simple fluid control services are involved, the Rockwell 
PERMATURN valve can be operated without attention, and with 
excellent performance results. 


EASY, 90°-TURN OPERATION 


Fast opening and closing are easier with the new Rockwell PERMA- 
TURN than with any other valve ever developed. It's just a quick, 
smooth quarter-turn from full-open to shut-off with these valves, 
and their unique design assures low-torque operation always— 
that’s where the name PERMATURN comes from! 


SEND FOR COMPLETE INFORMATION 
Rockwell Manufacturing Co. 

100 N. Lexington Ave., Pittsburgh 8, Pa. 
Please send me a copy of your Pocket Valve Guide to 
Rockwell PERMATURN valves. 


Name____ _ Title. 


Company__ 
Address _ 
City 


“PUSH-BUTTON" SEAT REPLACEMENT 


And here's a feature you'll find in no other type of valve: you can 
put a new seating surface in the new PERMATURN valve in sec- 
onds and without loosening a single bolt—all from the outside. You 
can replace the PERMATURN valve seats as often as you like—no 
more putting up with leaky valves until maintenance crews can tear 
them down. You add years of life—and save money—with this per- 
formance-extending feature of Rockwell PERMATURN valves. 


DROP-TIGHT SEALING 


There are some valve applications where there's just no substitute 
for the bottle-tight, wear-defying characteristics of the new Rock- 
well PERMATURN valve used with a regu/ar program of sealant 
replacement. And in these critical services, the PERMATURN valve 
has dramatically reduced operating torque requirements. 


ROCKWELL PERMATURN VALVES 


another fine product by & 


ROCKWELL 








Veeder-Root solves the case of the twisted ticket. The victim: the printed 
ticket recording oil transfers. The culprits: dirt and moisture. The crime: 
warped tickets that data processing equipment can’t handle. The solution: 
a new Self-closing ticket slot cover on the Veeder-Root Master Meter Dupli- 
cator. Seals out elements during and between deliveries. Tickets stay clean, 
flat, workable. Ask your meter supplier to show you how this new model 
counter-printer smooths out a twisted problem...speeds data processing. 
Bulletin 867 details the entire case. For your copy, write Special Products 
Manager, Veeder-Root Inc., Hartford 2, Conn. count on... VEEDER-ROOT 


eon 
Master Meter | 
Duplicator 

adapts to most , 
makes of meters, prints gal- 
lons delivered, identifies 
each transfer with a 
serial number. Large 
numbers provide long 
range visibility. New re- 
set knob for easy handling. 
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Mr. Operations Manager 


keep sparkle in your stations —with 


“NEW=—FOREVER’’ PORCELAIN ENAMEL 


Nothing sparkles like a glass coating-—and only 
porcelain enamel has it! But don’t let the word 
“glass” fool you, porcelain-on-steel is also one of 
the most rugged building materials available today. 


Minimum maintenance means just that with 
Avoncraft—soap and water keeps al/ areas spar- 
kling— building, lube bays, sales office, AND rest 
rooms. 


Get the whole “sparkle with minimum mainte- 
nance’”’ story today — write, wire or phone Avoncraft. 


P.O. BOX 1030, NEW ORLEANS 8, LA. e UNiversity 6-4561 e A DIVISION OF AVONDALE SHIPYARDS, INC. 





ASSOCIATE MEMBER 


OU EQUIPMENT JOBSERS 


Be SURE- don’t BARGAIN with SAFETY 





even EVER-TITE 


*The Ever-Tite Trademark is a hallmark of dependability in fittings for the 
petroleum and chemical industries—proved by 25 years of pre-eminence 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 


NATIONAL PETROLEUM NEWS * November, 1961 





Ahead of the News 





IN WASHINGTON 


import Hearing to Start—Hearings on the oil-im- 
port-control program will start Nov. 20, conducted 
by House small business subcommittee. Government 
Officials, officials of state regulatory agencies, and 
spokesmen for the oil and coal industries will testify 
at the first hearings, expected to last more than a week. 
An indication of the interest generated by the question 
is the scheduling of the hearing for the largest chamber 
available. 

Senators and representatives will be able to give 
their views at a second set of hearings, to be held in 
January. Others may be held later, probably in Texas 
or Oklahoma, to enable representatives of small com- 
panies to testify. 

Rep. Steed (D-Okla.) heads the subcommittee. 

* 


identical Bids Reported—U. S. Justice Dept. will 
consider information on identical asphalt-price bids 
submitted to the State of Oregon. State Atty. Gen. 
Robert Y. Thornton gave federal authorities records 
showing identical bids on asphalt from 1957 to 1961 
by American Bitumuls and Asphalt Co., Shell Oil Co., 
Union Oil Co., and Douglas Oil Co. of California. 


a 
New York City Probe—New York City council 
president Abe Stark says Justice Dept. will investigate 
alleged gasoline price fixing in the city. Stark says 


Atty. Gen. Kennedy promised to have antitrust divi- 
sion’s New York office probe Stark’s charges of “dis- 
criminatory” price differential between the city and 
Nassau County. Stark’s charges came in the midst of 
New York City’s hot election campaign. Stark is 
Democratic candidate for borough president of 
Brooklyn, one of the city’s five boroughs. Before Jus- 
tice announced its intention to investigate, state Atty. 
Gen. Louis J. Lefkowitz, the Republican candidate for 
mayor, announced an investigation of his own. Oil 
companies deny the charges. 

@ 
Unemployment Hearing Set—House labor  sub- 
committee will hold hearings, probably starting this 
month, on the possible effect of crude-oil imports on 
unemployment. Rep. Dent (D-Pa.) is subcommittee 
chairman. 


High Court Reviews Price Law— Supreme Court 
will review a lower-court ruling that Robinson-Patman 
Act’s ban on “unreasonably low” prices is “so vague 
and indefinite as to violate the Constitutional provisions 
relating to due process.” 

The defendant, National Dairy Products Corp., 
charged with selling below cost, said the law mentions 
only “unreasonably low” prices, not below-cost prices. 

Justice Dept. said that though there have been few 
prosecutions under the law and below-cost sales are 
sometimes legal, the law’s “mere existence has been a 
significant deterrent.” 
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‘Good-Faith’ Defense Limited—The ‘good-faith’ de- 
fense in Robinson-Patman price-discrimination cases 
can be used only when a seller is fighting to keep old 
customers, not when he is trying to gain new ones, 
under a.new Federal: Trade Commission ruling. The 
FTC ruling (in a case concerning Sunshine Biscuits) 
could apply to situations such as that of a fuel-oil 
marketer who has several suppliers, one of which tries 
to undercut the others to gain all the marketer’s 
business. 


AROUND THE COUNTRY 


1962 Outlook—Preliminary forecasts for next year 
indicate a high level of activity across the board: 

e For All Business—New economic records will be 
set all down the line, says a private memo by McGraw- 
Hill Economics Dept. Predicted increases include gross 
national product up 9%, to $570-billion; industrial 
output up 12%; business investment in plant, inventory 
and housing up 20%. Total auto sales are pegged at 
over 7-million, against about 5.9-million in 1961. “No 
big boom” in housing is seen, with about 1.45-million 
new starts—against 1.3-million in 1961, but 5% below 
the record. 

e For Oil—Volume will be up but profits are a 
question-mark, early NPN forecasts show. Despite pre- 
dictions that 50% of 1962 car sales will be compacts, 
gasoline demand should gain about 2%. Profit expecta- 
tions for gasoline marketers hinge on refinery runs and 
the third-grade question. Introduction of new subregu- 
lars could mean a year of costly price warfare. 

Distillate demand should gain about 3%, while lube 
demand should be up about 2%. 

Trends toward expansion by acquisition will con- 
tinue, affecting marketers at virtually all levels. The 
industry will feel the effects of expansion by Humble 
Oil, Standard of California, American Oil, Phillips, 
Shell and others. Modernization will be a big item in 
1962, particularly in speeding up loading equipment 
and accommodating station facilities to compact cars. 

(A full report on the 1962 outlook for oil marketers 
will appear in next month’s NPN. For the 1961 year- 
end outlook, see page 73.) 

a 

Opportunity Knocking—Oil will “share richly” in 
1962 prosperity, says American Oil vice president 
William H. Miller, “if only we don’t let the government 
stifle private enterprise on the one hand. . . and don’t 
cut our throats by unwise actions.” Miller sees housing 
starts of 1.4-million as “1.4-million prime prospects 
for oil heat, if only we’ll do an intelligent merchandising 
job.” And the outlook is even brighter for the long pull, 
Miller says: “Our population is increasing by more 
than 3-million people a year. In a nation as advanced 
technologically as ours is, the increase is bound to 
mean both rising demand and expansion of facilities 
to supply it.” 


More Ahead of the News > 
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Big Gallons for Cities—Cities Service will beef up 
its New England coverage with acquisition of four 
jobberships doing an aggregate 53-million gal. a year: 

@ Pacific Oil Co., Fall River, Mass., will switch to 
Cities in April. It has 52 outlets in southern Massachu- 
setts and Rhode Island, doing about 13-million gal. a 
year. Pacific will also take over Cities Service’s direct- 
marketing activities in the area, but will continue as a 
private-brand heating-oil jobber. 

@ Three jobberships controlled by Warren Equities, 
New York City, ‘switched effective Nov. 1. Warren 
Petroleum, Providence, R.I., Kenyon Oil, Quinebaug, 
Conn., and Drake Petroleum, Auburn, Mass., have 100 
stations ané 40-million gal. of gasoline and heating oil 
annually. 

Supplier in each case has been California Oil. Area 
marketers say the switches reflect feelings that Cali- 
fornia is becoming more interested in direct operations. 
California Oil spokesman says realizations under ar- 
rangement with Warren necessitated a change, but they 
couldn’t get together. 


. 

Cent-a-Grade in Florida—Sun Oil will try its pri- 
vate brand, Cent-a-Grade, in Florida. It’s convirting 
a station in Arlington, a suburb of Jacksonville. ther 
Cent-a-Grade operations are in New Castle, Del., De- 
troit, Providence, Revere, Mass., and Levittown, Pa. 
They sell nine grades of gasoline, the lowest at private- 
brand levels. 


* 
Plastic Tanks Ahead?—Although plastic materials 
have so far found few applications in oil marketing, 
they’re due for an early trial in two directions. A large- 
capacity plastic truck tank is being built for British- 
American Oil Co. and is slated to go into service in a 
few months. And a maker of tanks for the chemical 
industry, on request, has estimated costs on under- 
ground service-station storage tanks of a non-corrosive 
plastic. 

= 
Product Pipeline Boom—Product pipelines will be 
coming into increasing use on the West Coast, where 
their use has been limited. Pipeline competition with 
coastal waterways and overland carriers is becoming 
increasingly feasible as volumes build up in populous 
centers away from refineries. 

A product line from Colton, Calif., (60 miles east 
of Los Angeles) to Barstow, Calif., and Las Vegas, 
Nev., was completed this summer. Other lines under 
consideration are from Ferndale, Wash., to Portland, 
Ore., (jointly by Mobil, Shell, and Texaco from their 
Puget Sound refineries); from Portland, Ore., to Eugene, 
Ore.; and from Los Angeles to San Diego. 


* 

Phillips Eyes Connecticut—Phillips Petroleum will 
take more steps soon in its “March to Maine.” A deal 
now being discussed would move Phillips northward 
into Connecticut by spring, through a Hartford-area 
jobber. Northernmost point of advance now is mid-New 
Jersey. 
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Gulftane Strategy—Gulf Oil is expected to act on 
the fate of its subregular gasoline, Gulftane, this month. 
Introduced last summer in four key markets (San An- 
tonio, Indianapolis, Buffalo, Norfolk-Newport News), 
Gulftane has reportedly been on a 90-day test period, 
elapsing about Nov. 1. Gulf field people believe a 
strategy decision will be made early this month. But 
they don’t expect to hear about it before Dec. 1, and 
don’t look for action before Jan. 1. In the four test 
markets, Gulftane is priced at independent levels and 
has drawn blame for retail-market weakness over the 
test period. 
* 


Subsidized Stamps—More West Coast independents 
may try subsidizing trading stamps for their dealers. 
At least two (Douglas and Wilshire) already do it. Aid 
ranges from a few points per gal. to full cost, based on 
stamp-purchase invoices. Object is to help recoup 
gallonage drained off by 1¢ differentials, now prevalent 
in many West Coast markets. 


Gas-Heated Homes-New High—More homes will 
be heated by gas this winter than ever before, American 
Gas Assn. predicts. It expects to add 1,218,000 homes, 
bringing its total to 22.5-million. (For more on gas-heat 
forecasts and plans, see p84.) 


West Coast Price Probe— The California legisla- 
ture’s investigation of retail gasoline prices is embroiled 
in a dispute over chairmanship of the investigating 
committee. 

On the eve of the hearing, new assembly speaker 
Jesse M. Unruh (D) removed Republican assemblyman 
Bruce Allen as chairman of manufacturing, oil, and 
mining industry committee. He replaced Allen with 
Democrat Joseph M. Kennick. 

Allen said: “Unruh is blocking our investigation . . . 
I think that Unruh is committed to support the major 
oil companies and does not want any investigation 
made.” 

Unruh said he felt a public official starting a new 
administration should have “relationships based on 
mutual respect and confidence.” 


Canadian Capers—Competition north of the border 
will get tougher this winter. Canadian Tire Corp. of 
Toronto is opening two new stations, adding to a group 
of five that now do an estimated 16-million gal. a year 
(NPN—Oct. p127). Towers, a big distributor, is also 
opening a big new Toronto outlet and is expected to 
be an arch-factor in the market. In Montreal, it’s 
believed that Steinberg’s, a high-volume supermarket, 
will try gasoline retailing. 


Oil-Heat Test—A Wilmington, Del., developer is 
working with a major oil company on plans to install 
oil-fired air conditioners and air heaters. 
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Trends to Watch 





Several majors are worried about volume and profit trends, especially in 
gasoline. Predicted demand gains haven’t shaped up this year (see page 167). 
One executive says his company is running only 0.5% ahead of last year 
in volume, while some majors are reportedly lagging last year’s pace. 

First-quarter earnings were good, but most companies slumped in the 
second quarter and were way off in the third, as markets across the country 
hit bottom. Prospects for the fourth quarter aren’t regarded as encouraging, 
unless there’s an extended period of cold weather to start heating oil out of 
storage. 


—NPN— 


When budget-making time arrives, speeding up loading equipment should 
get plenty of attention. It’s becoming a prime area for modernization. 

Loading-rack speeds will continue to increase and six-inch loading arms 
will come into more widespread use, says E. P. McLaughlin of Mobil Oil's 
engineering department. He told the annual meeting of National Assn. of 
Oil Equipment Jobbers that cost studies show the most efficient combination 
of equipment for use under present conditions is a six-inch loading arm 
and meter filling large compartments at 1,300 gpm. This offers peak savings 
because fewer trucks and fewer loading bays can handle the same load. 

It’s all part of an over-all trend to larger trucks, larger throughput, and 
larger station storage, McLaughlin says. 

—-NPN— 


Keep your eye on Murphy Corp. It’s one of the hottest and fastest-stepping 
companies on the oil scene just now. First it jumped into marketing by 
acquiring River States Oil, Hempstead Oil & Storage, National Petroleum 
Corp., and Spur Oil. Now it’s moving into the international sphere, setting 
up subsidiaries in Britain and Sweden and consolidating two subsidiaries in 
‘Canada (Amurex and Murphy-Canada Oil) into a single Canadian corpora- 
tion, Murphy Oil Co. Ltd. 

Murphy will use the “Spur” brand throughout its North American market- 
ing operations, replacing “Royal” and “Hosco” in the U. S. and “Vigor” 
in Canada. It hopes to make the transition by mid-1962. But, says marketing 
vice president Myron Holmgren, “We are under no pressure to do so and 
plans may change if circumstances dictate they should.” The company will 
use the “Murco” brand in Britain and Sweden. 


—NPN— 


The temporary API travel program will continue into 1962, but procedures 
will get closer scrutiny. At API marketing research committee meeting last 
month, members questioned the present setup, under which J. Walter 
Thompson agency first handled and then evaluated the $443,000 test ad 
campaign. It’s likely that further ad efforts will be evaluated by other hands. 
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Your Personal Business 


’s the city oil marketers will be visiting the week of Nov. 8-15 for the 
NOJC-API meetings. The city’s got most everything, from opera to football, for 
leisure-time activities. Here’s a rundown.  NMGLEY FELD 
Chicago Bears play Green Bay Packers Nov. 12, but seats are already sold out. Now 12) 
If you want to go, better find a good friend. In the Big Ten, Northwestern plays 
its last season game with Wisconsin Nov. 11. Reserved seats are $5 and can be CHICAGO STADIUM 
purchased by writing Northwestern ticket office, Dyche Stadium, Evanston. Gen- ogee 
eral admission seats at $2 go on the market Nov. 4 so try to have a Chicago 
friend pick them up in advance of your arrival. And coming from the Loop to 
Dyche Stadium, better allow at least an hour; parking is next to impossible, so 
consider public transportation. 
The Chicago Blackhawks, professional hockey team, has been nosed out of Oil 
Marketers’ Week by the Ice Follies. Show plays at Chicago Stadium, 1800 W. 
Madison, continuing through Nov. 12. Write directly to the stadium for tickets. 
Thursday and Friday, $4, $3, and $2; Saturday and Sunday afternoon, $5, $4, 
and $2.50. 
In the theatre, My Fair Lady, The Best Man, and The Sound of Music will be 
on tap. Tickets are available through hotel ticket services or at the box office. 
Theaters are no more than 15 minutes through the Loop. American Ballet Theater 
will perform the afternoon of Nov. 12 at Arie Crown Theater, 5101 North Kim- 
ball, a half an hour from the Loop by cab. 
At the opera, you can still get tickets for Beethoven’s Fidelio for Nov. 13 and 
The Barber of Seville, Nov. 15. Prices range from $6 to $10, and you can pick up 
tickets at Lyric Opera of Chicago, 20 N. Wacker or through hotel services. 
For the hip set, the Windy City is always wide open. Good music everywhere, 
but here’s the cream. Dixieland addicts will find Miss Blanche Thomas belting it 
out old style at Jazz Limited, 164 E. Grand. On the cool side, Barbara McNair 
sings at Mr. Kelley’s, 1028 N. Rush. Kismet Klub, Rush St. at Tooker, unfolds 
the wondrous sights of real belly dancers. 


Put a double sawbuck in your pocket and walk north on Rush St. That’s where 
you'll find most of the city’s nightspots. Try Le Bistro, (the happy medium if 
you’re really plush), Gate of Horn (for some folk music sung in the original 
ethnic), Trade Winds, The Domino Club, or The Red Velvet Swing. For those 
oil marketers with keys, there’s the Playboy Club and The Gaslight. 

If good food is what you want, stay away from Rush St. until after dinner. 
Many Chicagoans tout Pete’s Est! Est! Est!, where $3.50 brings the largest and 
best steak in all Chicago. If you have only one evening free—go there. 

If you have a group to take out for dinner, by all means make it The Gold Lion. 
Located in an unlikely spot—Chicago’s Union Station—The Gold Lion features 
a champagne dinner at $4.75 that is probably the biggest dinner served anywhere 
in Chi-town for the price. They give you a bottomless champagne glass, a huge 
assortment of appetizers, prime beef and baked potatoes, and, again, a huge 
assortment of desserts. For exotic or Cantonese dinners, Trader Vic’s in the 
Palmer House, and Don the Beachcomber on Walton St. are the two last words. 


Now then, let’s get down to brass tacks. Chicago is no longer an open city. Ever 
since O. W. Wilson took over the police force, conventioneers with a bent for 
hell-raising have been crying in their beer. Last month three of the more infamous 
spots were padlocked. Cal City is not only a has-been, it’s become downright 
dangerous. : 

“O. W.”, as Wilson is fondly called, hasn’t been able to clean up the petty 
robbery that goes on, however. Add up your own dinner check; never let your 
bar tab ride; pay for each drink as you take it. And don’t get stuck in a taxi with 
three other people who all want to go to different places. If you do, chances are 
you'll pay double the correct fare. 
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Here are some of the big-space 


newspaper ads that helped build business 
for Shell jobbers and dealers in 1961 


{Millions of motorists saw each of these ads. How many did you see?) 


BULLETIN: 


satiate entra oa —— oe . Weird electron “pictures” help Shell scientists 
they do to give your car top performance : ¥ they do to give your car top performance og develop improved TCP for today’s Super Shell 


a 








BULLETIN: 


Shell reveals how a 500,000 carload of platinum catalyst 
puts extra mileage in today’s Super Shell 


40 stories down, in caverns no tourist will ever see, 
lies the secret of the quicker starts you get with today’s 
Super Shell—the gasoline for top performance 


— soa 3 == = 
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(CONTINUED ) 


BULLETIN: 


Chemical “policeman” in today’s Super Shell 
guards against gum-fouled carburetors 
—to give your car top performance 


BULLETIN: 


Super Shel! with 9 ingredients now contains 1 quick-start 
component. | fast warm-up ingredient. | miloage booster 

1 anti-knock mix: 2 octane boosters: 1 gum preventive: | anti-icer 
and new improved TCP—to give your car top performance 


1 I ted * | 


BULLETIN: 
Shell Research scientists reveal how they got 


168.47 miles per gallon 














Suddenly Shell makes every other motor oil obsolete 
~with a revolutionary new formula which fights 
five internal troubles that can shorten engine life 


How Shetl eeansts tried to ress 6270.00 worth 
of care to prove thet sew Shell X.100 Premium 
can 


Shell ads were packed with news, facts, 


BULLETIN: 


Extraordinary ingredient in today’s Super Shell 
is made by tearing petroleum apart —to give you 


5390 acceleration tests prove today’s 
Super Shell, with 9 ingredients, can give your car 
all the power you need for top performance 
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Shell recommends 21 ways 
to make your car last longer 








HAPPY JULY 4th? - 

Fight hot weather stalls with Super Shell’s Shell scientists use stethoscopes to pinpoint nowse. 

Hot Weather Blend. Famous 9-ingredient formula now Today's Super Shell, with 9 ingredients, hushes pings, 
adjusted for top performance when highways sizzle. 


ie, * : Pa xee, mi ili eae Ear, i 
a emanate mensions a How Shell’s free Touring Service can help you have 


TOP PERFORMANCE: - io the time of your life on your vacation 


Shell test crew reveals five ways to test your car 
for top performance —and how the 9 ingredients in today’s 





How to get up to 
30 extra miles per tankful 





Here are some tips from Shell's experts on how to get maximum These cars could deliver top performance 
mileage from your car. If you practice these good driving habits 


and if you use today's Super Shell, with 9 ingredients for top — pisses ah alyOt gw SRG aye 
performance — you may well save « pretty penny on gasoline bella. fen 0 > tains ceny @ Ge 58 -eat dG on et eon — toon need the ninth. Do you know why? 


at mate te Nesters Segh pm 





aoe ees 
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(CONTINUED) 


ANCIENT HISTORY: 
Gasoline gum used to cause unexpected repair bills. 
Today, one of Super Shell's 9 ingredients fights off gum 





» a 
he tells Shell dealers to watch for. You should know about SSwee Ss 
Sey ees eer n ae Sean : =: Sho reveals the risks you may be taking when you 


Where do we go from here? 


Watch for news. Shell has some surprises in store. 
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CROUSE /HINDS 


ean 
FLOODLIGHT 


concentrates in 

sharp rectangular 
patterns the high-lumen 
output of 1500 watt 
Quartz-lodine lamps 


Type QFL-15 


Designed to maintain operating position and ther. 
mal level essential for proper self-cleaning of iodine-cycle 
lamps, QUARTZ-beam QFL-15 projects per-unit-area maxi- 
mum of lamp’s 33,000 lumen output. Provides constant 
unfading output of clean, white light, with candlepowers 
up to 200,000, and an average lamp life of 2,000 hours. 


Three beam spreads available, with minimum ver- 
tical angle as narrow as 13°. Reflector is one piece die- 
formed, polished or etched. Cast aluminum door and 
housing sealed by silicone rubber gasket. Heat and impact 
resisting lens. Door locks tightly and releases quickly by 
means of 4 wing-nut clamps. 


External raintight fuseholder (with fuse). Aiming 
and leveling device, exterior focusing screws included. 
Trunnion or slip fitter mounting. Hood, louvers and special 
mounting bases available. Get further information from 
your Crouse-Hinds distributor. 





1500 W. 


Ask for Bulletin 2729 


Fs. Type QFL-8 500 W 
Ask for Bulletin 2725 


OFFICES: Ationto Bat Rouge Birmingham Boston Buffal Charlotte ‘Chicc 
L 


os Angeles Milwaukee New Orleans New York Omaha Philadelphia Pitt 


“cago © 
sburgh Por 


HINDS 


/ NWEW YORK 


Cleveland Corpus Christi Dallas Denver Detroit Houston fianapolis Kansas City 
tlan yr t. Lovis St. Paul Salt Loke City San Francisco Seattle Tampa Tulsa Washington 
lang, Ore C 


RESIDENT REPRESENTATIVES: Albany, N,Y., Baltimore, Md., New Haven, Conn., Reading, Pa., Richmond, Va 


Crouse-Hinds of Canada, Ltd., Toranto, Ont 
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Crouse-Hinds-Domex, S.A. de C.V. Mexico City, D.F 


Peterco, Sao Paulo, Brazil 





NEW NAME IN GASOLINE 


OFFERS NEW PROFIT OPPORTUNITIES 

















SINCLAIR DINO GASOLINE matches is winning new friends every day. 

the performance of premium gasolines in 3 IF YOU’RE LOOKING for more and better 
out of 5 cars on the road today — yet sells at business, why not look into all the advan- 
regular price. It’s made to give motorists the tages of becoming a Sinclair Distributor, 
most for their gasoline dollar. Through solid Marketer or Dealer? 

advertising support, Sinclair Dino Gasoline For the whole story, write 


Sinclair eal 


Sinclair Refining Company 
600 Fifth Avenue, New York 20, N.Y. 


AT Sinclair WE CARE...ABOUT YOU...ABOUT YOUR BUSINESS 
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TOP MANAGEMENT 








NY 
& 
CO 
Ox 


NPN 


EDITORIAL 


Marketing Madness and 


iS eo <f Top Management 


A SMALL Hoosier jobber came up with a 
simple warning that might well be the 
watchword of the industry: refiners and jobbers 
better learn how to compete in the market place 
at a profit, or the government will take over. 

In this era of marketing madness, industry 
foibles and inconsistencies were ticked off by 
J. Arnold Jones, outgoing president of the In- 
dependent Oil Marketers Assn. of Indiana in 
one of the most balanced appraisals of market- 
ing weaknesses spoken from a public platform 
(see page 53 for excerpts from Mr. Jones’s 
report). Almost every element of the marketing 
industry was cited because he spared no one; 
including jobbers themselves. His strong point 
was that many factions and many companies 
must share the blame. 

That’s only part of it, though, because it’s 
easy to see what’s wrong. Everyone has his own 
version of why prices, especially gasoline prices, 
are chaotic. Almost everyone has his own idea 
for straightening out the mess. In almost every 
case, it involves action by the other fellow— 

—The other fellow should cut his refinery 
runs. 

—The other fellow should quit underselling 
jobber prices. 

—The other fellow should quit selling un- 
branded gasoline to cut-raters. 

—The other fellow should quit stealing com- 
mercial accounts at unrealistic prices. 

While the list is not complete, the point is 
there is no industry czar to compel the other 
fellow to do anything. Voluntary intra-industry 
discipline is really the only solution. Yet that 
has not materialized. Intra-industry disci- 
pline is another way of saying “industry states- 
manship,” a nice phrase that very few people 
have taken seriously. 

Perhaps the time has come for top manage- 
ment of all companies to take a personal inter- 
est in this. For some time now, it has been said 
that marketing has come into its own and now 
enjoys the same recognition top management 
has bestowed on production and drilling, re- 
fining, and pipelining. Certainly, marketing 
rates that recognition. 
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But something is wrong. 

Marketing departments are staffed with an 
abundance of smart, capable men. Even so, 
the market place is still a mess. Again, the 
other fellow is to blame—either the guys down 
the line, or the guys up the line, or the guys in 
the front office, or the majors, or the independ- 
ents, or the refiners, or top management. 

Since there is no industry czar, it’s impossible 
to enforce any standard of good practices. It’s 
difficult, even, to be a brother’s keeper, because 
no brother will have any of it. 

Yet the solution may lie there—the force of 
intra-industry opinion. It may be within the 
power of top management to achieve it. 

There are indications that top management 
is becoming aware of the marketing situation, 
to the point of becoming concerned over the 
dangers and implications. At a recent meeting 
of the executive committee of American Petro- 
leum Institute, the market place, with all the 
madness inherent in today’s situation, was a 
prime topic of conversation. Well it might be, 
considering how the value of oil stocks has 
dropped. Mindful of this, a chief executive 
officer observed that the stockholders might put 
them on the pan for the sorry spectacle of the 
market place, as well as the lower stock values. 

It’s not just the performance of the big com- 
panies, nor the attitude of stockholders, that 
should concern top management. Of greater 
importance is the expression of alarm voiced 
by the small business men in marketing, includ- 
ing many who held their silence in the past. 
Not only are they a substantial factor in the in- 
dustry’s economy, they are indispensable to the 
industry’s legislative welfare. Your community 
jobber, consignee or dealer can get an audience 
where majors fear to tread. 

The industry’s small business men can do 
little more than they have already. It’s up to top 
management to solve the industry’s basic preb- 
lems. They can exert the moral suasion that 
could end this marketing madness, It’s encour- 
aging to know that top management is aware 
of marketing’s problems. Hopefully, this will 
result in personal participation lasting until the 
situation regains sanity and integrity. 





NOTHING 
BUT 


*Photo shows Standard Oil of California refueler equipped with 
Warner Lewis 2-stage separator/filter model FCS1362-20N- for 600 GPM. 


thru 


CLEAN \ Warner Lewis 


FUEL 


separator / Filters 


STANDARD OIL OF CALIFORNIA AND UNITED AIR LINES USE WARNER LEWIS EQUIPMENT IN JET FUELING 


There’s no question about clean 
fuel’s importance in todays aviation 
and there’s no question about clean 
fuel when Warner Lewis 2-stage 
separator/filters are on the job. At 
todays modern airports, they are in- 
stalled at the fuel storage area, on 
loading racks, on hydrant fueling 


carts and aviation refuelers. 


This careful handling of jet fuel in- 
sures that a clean dry product is 


pumped aboard the aircraft. 


Let Warner Lewis protect your fueling 
operation. For details, write, wire or 


call: 


| planner 

at EWIS 
( <a Company 
| | a te BOX 3096 » TULSA, OKLAHOMA 


WARNER LEWIS COMPANY 
Box 3096 / WeEbster 9-6387 / Tulsa, Oklahoma 
In Canada: Canada, Ltd., Stratford, Ont. 
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NPN National Petroleum News 








Storage Tanks for Survival? 


“SAVE THAT TANK and save yourself” may 
be the oil-heat industry’s answer to the “yank 
that tank” campaign of gas utilities. 

Connecticut Fuel Oil Council says the 275- 
gal. heating-oil tank in the home may be a real 
lifesaver for the homeowner if he is ever forced 
to live in a fallout shelter for a long period. 

Oil from the tank could power a small 
(4kw-Skw) generator to furnish electricity for 
light and for pumping water from a well, if one 
were available. Heat and hot water could come 
from either electric systems (powered by the 
generator) or from oil-burning equipment. 

These services would be essential if an attack 
knocked out electric power, as it probably 
would. 

Atlantic Refining, for one, finds a lot of 
merit in the idea. It even suggests an advertise- 
ment showing a tank marked “survival kit.” 
Copy reads: “Only oil offers the new home 
buyer a source of power to provide all the basic 
fuel needs for survival.” 











Chicago Agenda 


OIL-MARKETING WEEK is coming up m 
Chicago, and the meetings promise to be active 
ones. Here’s a list of the meetings and some of 
the highlights of them. 

@ National Oil Jobbers Council: Nov. 8-11, 
Morrison Hotel. Highlights include speeches by 
E. K. Bennett and Otis Ellis, Dr. Charles Hewitt, 
University of Indiana professor of business ad- 
ministration, and Clarence T. Lundquist, adminis- 
trator of wage and hour division on the Fair Labor 
Standards act. 


@ American Petroleum Institute: Nov. 13-15, 
Conrad Hilton, Congress, and Palmer House. High- 
lights include addresses by Sen. Mike Monroney 
(D-Okla.) and John M. Kelly, assistant secretary 
of the interior. 

@ API Marketing Division: Nov. 13-15, Con- 
gress Hotel. There'll be a progress report on the 
oil-burner research program by the fuel-oil com- 
mittee; a presentation to the jobber-advisory com- 
mittee by Reggie Moffat, Orlando, Fla., on elec- 
tric-heat competition; and a report to the travel- 
development committee on the results of a test 
advertising program this summer. 

@ Society of Independent Gasoline Marketers 
of America: Nov. 12-14, Congress Hotel. 
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NOVEMBER, 1961 


No-fi Gets Moving 


First annual meeting brims with 
vigor as industry plans ahead 


OIL HEAT’S new one-roof trade association ap- 
pears to be moving ahead with a lot of confidence 
and vigor. This was clear at National Oil Fuel In- 
stitute’s first annual meeting last month in New 
York. 

No-fi showed it is acting to tackle many prob- 
lems that have plagued the industry and stymied 
its growth in the past. Among them: restrictive 
codes and ordinances, unrealistic air-pollution 
rules, and the industry’s lack of recognized stand- 
ards and an approval seal. 

The 19 refiner-members of No-fi voiced full 
confidence in the association’s program, and ad- 
ditional support appeared imminent from four 
more refiners which are expected to join shortly. 

Once-skeptical jobbers also appeared convinced 
that the marriage of their interests with those of 
the refiners is successful. “We are pregnant with 
ideas,” says jobber Ray Nathan. 

Members recognized, however, they had not won 
their competition with other fuels and that they 
have a long way to go before they can think about 
victory. 

One program to help oil heat that is well along 
in its development is a full-scale education pro- 
gram (NPN—Sept. p111). It is already at a point 
where a dozen jobber-management institutes on 
operations and sales are scheduled across the coun- 
try, starting in April. A dealer-credit manual will 
be issued next month, and other training manuals 
are expected to be issued every six or eight weeks. 

A program to test equipment and issue No-fi 
seals of approval will center first on oil-powered 
water heaters, then move to other oil equipment. 
No-fi sees its seal as an answer to American Gas 
Assn.’s “Blue Star” seal and National Electrical 
Manufacturer’s Assn.’s NEMA approval. The pro- 
gram’s aim is to assure consumers that equipment 
meets minimum standards. 

No-fi hopes to counter what it considers overly 
restrictive air-pollution rules by spring, when 
American Petroleum Institute’s $50,000 pollution 
research project will be completed. 

A competitive-fuels committee will keep the in- 
dustry up to date on what gas and electric equip- 
ment is being developed. A number of other com- 
mittees will be working on diverse projects. 

The “matching-fund” concept for local oil-heat 
promotion will continue. The amount of money 
available for promotion will be greater in 1962 
than it was this year, though refiners’ contributions 





General 


(Begins on page 83) 

remain at “%2¢ bbl. The increase comes because 
the basis for refiners’ contributions is now the 1960 
report by Bureau of Mines on No. 2 oil sales, 
rather than the report for 1958, when sales were 
lower. Funds available will increase still more if 
the expected four more refiners join. 


More Gas Research 


AMERICAN GAS ASSN. wants the gas industry 
to be spending $13-million a year on research by 
1965. That’s the big news coming from AGA’s 
Dallas convention last month. 


Its own research budget, AGA says, will hit 
$3-million next year, and $6-million in 1965. It 
wants appliance and equipment makers, now spend- 
ing relatively little on research, to earmark $7-mil- 
lion for research by 1965. 


With research paving the way to new appliances 
and heating systems, AGA says it will be in a bet- 
ter position to meet these long-range goals: 


e@ Serving 84% of America’s homes by 1970. 
This would be a 34% increase over number of 
homes served in 1960. 


e@ Getting 90% of America’s central-heating 
load. 


e@ Serving 4.6-million commercial customers by 
1970, a 60% increase over the 1960 total. 


e Serving 260,000 industrial gas customers by 
1970, a 50% hike over the 1960 load. 


Cy Makemson 


S. K. MAKEMSON, 54, vice president and general 
sales manager of Bennett Pump and one of the best- 
known and best-liked of oil-equipment men, died Oct. 
7-at his home in Muskegon, Mich. 

Makemson was an ex-marketer (Sun, Aetna) and 
was a familiar figure at marketing meetings. He was 
always on the go; and, despite a 1958 heart attack, 
never seemed to slow down. 

A second and fatal attack came just a week before 
the annual meeting of National Assn. of Oil Equip- 
ment Jobbers—a meeting where brisk, friendly Cy 
Makemson was a fixture. 


Ollie Minor 


FORMER SHELL RETAIL MANAGER Ollie F. 
Minor died Oct. 17 at Statesboro, Ga., while traveling 
to Sarasota, Fla., to begin his early retirement. 

Minor was warm, genial, and easy-going, and had 
a zest for selling that kept him traveling most of 
the time. He was born and schooled (in law) in 
St. Louis and he joined Shell as a salesman there 
in 1929. By 1955, has was Shell’s retail manager 
in the company’s New York headquarters. He held 
the job until this summer. 

Minor had planned his retirement for years and 
had put a lot of work into a home in Florida. He 
.was on his way there when a heart attack felled 
him as he left a motel with his wife, Tracey. He 
was 55. 


New ‘Look’ Survey 


Report gives new findings on car 
repairs, credit cards, additives 


A MAN IS RESPONSIBLE for keeping up the 
average car and he’s more likely to have it serviced 
at a gasoline station than he used to be, but he’s 
less likely to have an oil-company credit card than 
is generally imagined. 

These are among conclusions drawn from Look 
magazine’s national automotive and tire survey 
for 1961. It was previewed at a meeting of Amer- 
ican Petroleum Institute’s marketing division re- 
search committee at Houston. Information pre- 
sented includes: 

Three of five cars are maintained by men. 

Only 27% (11,050,000) of the nation’s esti- 
mated 40.7-million car-owning households have 
oil-company credit cards. 

Service stations are getting more car-repair busi- 
ness, car dealers are getting less. 

Motorists are driving farther between oil 
changes: 2,000 miles today; 1,375 in 1955. 

Service stations now get 32.4% of tire replace- 
ment sales, up from 28.5% four years ago. Tire- 
store share went from 33.9% to 33.8%, but serv- 
ice stations are tops in metropolitan areas. 

One out of every 10 motorists used an oil addi- 
tive in the preceding 12 months. 

Private-branders give about the same amount of 
service as major-brand stations. 

Women get a little better service than men: their 
cars get a service check 40% of the time, com- 
pared with 33% for men drivers. 

Car owners are keeping their cars longer than 
they used to. In 1957, new-car owners kept their 
cars an average of three years and nine months; 
in 1961, four years and eight months. 


Tidewater Man Steps Out 


WILL B. DUBIN, Tidewater’s western-division 
marketing manager, has resigned. His assistant, 
K. D. Robertson, with Tidewater since 1931, has 
been appointed acting manager. 

Says Dubin: “It was an honest and amicable 
difference of opinion on marketing philosophy.” 
Though he wouldn’t elaborate, Dubin is known to 
be an exponent of aggressive regional expansion. 

Dubin, 34, came to Tidewater in 1956 as an 
automotive-lubricant supervisor. Along with other 
bright young men brought into Tidewater (NPN— 
Mar. pl24) he rose fast, assuming his recent 
position late in 1960. He’s considered the princi- 
pal architect of Tidewater’s West Coast diversifica- 
tion program, but his resignation is not expected to 
alter its main lines. 
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NEW HANCOCK OIL SIGN is 
formed of a single sheet of 
plastic. Ray-Lite Corp. says its 
new vacuum-forming press can 
make internally illuminated 
signs up to 20 ft. long 


FRYING CHICKENS were given away with purchase of eight 
gal. of gasoline at opening of Sewell Oil Co.’s first Vickers 
station, at Topeka, Kan. The $85,000 outlet has outside 
lifts, no bays 


‘LITTLE BILL’ promotion by Lehigh Valley 
unit of Pennsylvania Oil Heat Council 
used a midget to personify small bills for 
oil heat. He distributed promotional liter- 
ature 











. Easy Return To Freeway 
; One Block From Station 














ATLANTIC DEALER near Allentown, Pa., SERVICE STATION near freeway at Colton, Calif., erected sign near the road giving 
uses these shirt-back reminders to boost simple directions for motorists to get to the station and assuring them of easy return 
oil changes. Attendants say the idea to the freeway. The station operator says the sign improved business 


works 
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SERVICE-STATION DEALERS are receiving ques- 
tionnaires from another source besides the Roosevelt 
small-business subcommittee. The American Gasoline 
Dealers Assn. is in the process of polling dealers across 
the nation for their views on some of the major issues 
in oil marketing. 

AGDA, in a drive to become a more active industry 
force, asked several hundred dealers seven questions. 
(Sample: “Do you believe Congress, FTC, or Justice 
Department should set pricing policies?; What would 
the effects of divorcement be on you and your business?; 
Would separation help or hurt your ability to meet 
competition?” ) 

The poll is only one in a series AGDA plans for 
the future “to get views at the grass roots directly 
from the dealers.” AGDA president Norman A. Foley 
stated in a memo that went along with the questionnaire 

American Gasoline Dealers Assn. that the association is “following a planned growth 
: pattern” so it can assume a “stronger role as an active 
has launched an all-out drive member of the oil-industry team.” 


f ails | = A few months ago AGDA moved its headquarters 
or new members. In an exclusive from New York to Austin, Tex., and elected a full- 


: : : time secretary, Joseph J. Malec, as part of its move 
interview, executive secretary to beef up its organization. In the following interview, 


Joseph Malec discusses AGDA's Malec, former executive secretary of Texas Service 
Stations Associated, discusses the plans, problems, and 
plans, problems, and motives motives of AGDA. 


‘views have changed on the subject 


Joseph J. Malec, AGDA executive secretary Q. Aside from the fact that you personally, were 
located in Austin, what reasons prompted the 
move of AGDA headquarters from New York 
to Austin? 


A. It was an economic proposition. I had complete facili- 
ties here that I was willing to make available to the 
association. The use of my office, for example. In New 
York, office rent, alone, was about $300 per month. This 
applies, also, to secretaries, telephone service, and all of 
that. I’m the only full-time employe now. I have believed 
for some time in the type of program the AGDA is under- 
taking, so I am working on a very modest fee basis, and 
have the opportunity to prove that it can be done. At the 
same time, we are interviewing the kind of people we 
think will fit into our training and membership-development 
programs when it becomes possible to use them. 


Q. What are the dealer's biggest problems? 


A. Well, the problems vary somewhat between the dealers 
operating independent stations and those operating major- 
brand stations. However, I feel the greatest problem con- 
fronting the dealer at the present time is the challenge for 
his volume of business. It’s a matter of getting new business 
or holding on to the volume of business he has. I’m not 
speaking just of gasoline gallonage. I mean his total volume 
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of business. The second biggest problem is getting compe- 
tent help and keeping them. The third is individual-loca- 
tion development. How the dealer can make his particular 
location successful. 


Q. How do you feel these problems can be solved? 


A. We propose to tackle the business-volume problem 
through educational institutes conducted either separately 
by AGDA or in conjunction with jobber groups. We have 
had invitations from jobbers who are anxious to collaborate 
with us on a program of this type. In fact, some jobber 
programs have dealt specifically with dealer problems. 

The matter of competent help depends on whether the 
dealer is making sufficient money to hire it. Here, also, we 
will attempt an educational program for driveway help. 
It may be we'll decide the way to effectively broadcast the 
program will be to give the dealer educational matter for 
distribution to his help. But, to get the job done, we'll have 
to enter the field and do a job for the dealer. We are con- 
sidering such avenues as films and brochures. 

The means of developing one station location very often 
can’t be applied to another location except within limited 
circumstances. The dealer needs to be shown how to capi- 
talize on his location if it’s in a spot that attracts tourists 
or highway travelers. If he is in a neighborhood location, 
it is almost imperative that he becomes acquainted with, 
and take part in, neighborhood activities. In other words, 
the dealer must bring the customer into the station, then 
capitalize on it by selling as many products and services 
as possible. 


of margins’ 


Q. What about the margin situation? 


A. In my opinion and that of dealers I have talked to, 
views have changed on the subject of margins. I feel, as 
many dealers do, that if the dealer can solve the problem 
of meeting his competition satisfactorily, he will not have 
any problems of margins or profits. I base this on recent 
discussions with several successful dealers. One of them, 
for example, has been very active in state association work. 
He once held that a satisfactory margin would solve all the 
dealer’s problems. He has now decided he must not only 
offer the best possible service but meet his competitor on 
the nose with price. 

This gets into something that’s new. This man has con- 
cluded that many of his customers who used premium 
grade gasoline were no longer coming into his station every 
time they needed gasoline, but only every second or third 
time. The rest of the time they were trading at a station 
with a lower price. But when they did come in, they wanted 
complete servicing of their vehicles. In other words, this 
man now feels that he has been making his money off 
selling services and related products. If he is going to con- 
tinue to serve his customer, he must make him come into 
the station. The solution, he feels, is for his supplier to 
make available to him every means of being competitive. 
By getting the customer into the station, he thinks he can 
maintain the rest of his sales volume. It it takes a cheaper 
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brand of gasoline, he feels the supplier must make that 
available to the station. If the supplier would absorb 1¢ 
of a 2¢ cut, he feels it would be worth it to absorb the 
other 1¢ in order to maintain his business. This operator 
believes that too many people in this business are giving 
away a substantial part of their margin already and would 
give away an increase too. I have sounded out others on 
this idea and was surprised to find similar conclusions by 
other successful dealers. 

This is the constructive type of thinking we hope to 
advocate in AGDA—you help me be competitive and I'll 
take care of myself. I don’t mean that we want to take this 
up as a banner and crusade for a cut in margins. What we 
hope to do is sound out the dealer’s thinking and take it 
to his supplier for possible future inclusion in the supplier’s 
plans. 


Q. What is the membership situation in the AGDA 
now and how do you plan to conduct your 
drive for new members? 


A. We have about 6,000 members now. This is a direct 
membership organization—Any member can deal directly 
with the headquarters, regardless of his other affiliations. 

Membership campaigns are expensive, at the very best. 
We are considering several ways of recruiting members. We 
are formulating plans for a pilot program through a national 
agency which will handle it on a commission basis. We are 
considering a limited test program for that organization to 
conduct. If we go ahead, we will analyze the results and 
the total effect—acceptance by the dealer, and so on. 
We're offering membership to known successful dealers by 
direct mail, based on referral by other dealer members. 
We're also inviting all state dealer organizations to enroll 
their membership in AGDA. 


Q. What is your target for total membership? 


A. We are shooting for 35,000 members within one year, 
and 60,000 within two years. Our ultimate goal, directly 
or through affiliation with state organizations, is at least 
100,000 of the total 200,000 dealers in the nation. 

At the present time, there is no national organization 
that actually represents more than 10% of the dealers of 
the nation, contrary to any claims. The opportunity for a 
constructive national organization of dealers is there. We 
have no quarrel with any state or national organization. 
We will not deal in personalities or name-calling, but we 
reserve the right, and intend, to discuss issues. I want to 
emphasize that the field is wide open because 90% of the 
dealers are not represented by any organization. And in- 
cluded in this unrepresented group are some of the best 
dealers in the business. 


Q. Are there any plans for affiliation or merger 
with any existing dealer organization, such 
as the National Congress of Petroleum Re- 
tailers? 


A. We have no such plans because we feel that there is a 
difference on principles—one of basic philosophy. 


Q. What are the basic principles of AGDA? 


A. We subscribe wholeheartedly to the concept of free 
enterprise and independent business. We do not feel that 
we can protect and perpetuate that principle by constantly 

(Continued on next page) 
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Malec: ‘Major-company officers have gotten gunshy .. 


advocating government control and regulation. A good 
example is S11. The individual dealer is the most vulnerable 
of any one in the industry if the provisions of S11 were 
to become law. He would have no more chance to survive 
than the independent grocer had against the major chains. 
Either he would go down or become a salaried employe of 
one of the chains that would inevitably evolve. 

I left the TSSA with the feeling that there is a need for 
a concentrated, long-term, consistent program working 
100% within the industry to solve the dealer’s problems. 
Major-company officers have gotten gunshy of shaking the 
hand of a dealer-association representative and getting beat 
over the head at the same time by the other hand. 

- : 
Q. What reaction are you finding among the 
major suppliers? 


A. Frankly, the opponents of our line of thinking have 
attempted to convey the idea we are dominated by the 
major suppliers. If that were true, we would have no fi- 
nancial problems. Some of the companies subscribe to our 
newsletter, which costs $5, but otherwise we have the same 
problem of any other association of becoming self-suffi- 
cient. But the initial contacts with these suppliers on several 
fronts—Texas, California, Florida, and New York—by 
officers of AGDA have inspired a great deal of encourage- 
ment. We have been assured that if we prove our sincerity 
in pursuing this program of working on dealer problems 
with other segments of the industry, we will always find 
the door open. There has been some very frank discussion 
pretty much on the theme, ‘If you boys are sincere, we'll 
be delighted to work with you, but we reserve the right 
to evaluate your efforts.’ 


Q@. Do you have any legislative plans on either 
a state or national level? 


A. No—other than to oppose such fundamental things as 
increases in gasoline taxes and any and all efforts designed 
to place this industry in the hands of the government. The 
legislative route has been taken for the past 10 years or 
more, and real, concrete results have been negligible. It 
has just made dissatisfied dealers out of dealers who pre- 
viously did not look to the legislative to solve their 
problems. 


Q. Is there any distinction between major brand 
and independent brand dealers within AGDA? 


A. No. We welcome all dealers because we feel that all of 
the dealers at least theoretically are in business for a profit. 
So we are assuming that all of them—except a few who 
don’t want to get along with anybody—would subscribe to 
certain fundamental beliefs and operating techniques. 
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a In case you missed it... 


>Common stock of Leonard Refineries, Inc. is now 
listed on the New York Stock Exchange. It was 
formerly on the American Stock Exchange. 


>The average octane rating of regular-grade gaso- 
line sold at U. S. service stations in September 
was 92.8, up 0.1 from August and 0.3 higher than 
a year before. Premium octane was 99.2, same as 
August and 0.1 under a year before. 


>Humble Oil economist John M. Ryan will be oil’s 
representative on Senate Interior Committee’s na- 
tional fuels policy research staff. Interior Dept.’s 
Samuel Lasky heads the staff, which also includes 
Pennsylvania coal man Charles J. Potter and Her- 
bert J. Bickel of Texas Eastern Transmission Corp. 


PU. S. district judge Royce H. Savage resigned at 
the end of October to become general counsel of 
Gulf Oil. He dismissed price-collusion charges 
against Gulf and 28 other oil companies in 1960’s 
so-called “Tulsa Case.” 


>FPC commissioner Howard Morgan may run for 
governor of Oregon as a Democrat. He will decide 
in two or three months. 


>The Missouri gasoline tax has gone from 3¢ to 
5¢-gal., temporarily. A statewide vote in March 
will determine whether it will be permanent. 


Standard Oil Co. (Indiana) will buy Imperial 
Casualty and Indemnity Co. of Omaha, Neb., as 
an investment. 


Signal Oil & Gas now owns a majority interest in 
Southland Oil Corp., 25-million gal. Savannah, 
Ga., operation with more than 130 “SOC” sta- 
tions. Founder Norman McGee (NPN—Feb. 
p116) is still in charge. 


»Tenneco Oil Co. is adding five more stations to 
the 10 with which it entered the Houston market 
in September and October (NPN—Sept. p109). 


Former Office of Oil & Gas director Capt. Mat- 
thew V. Carson has been named vice president and 
Washington representative of Sinclair Oil. 


Natural Gas Assn. of America is working on a 
gas-powered fuel cell that could heat and cool 
a home and supply its electricity. 


> Murphy Corp. plans to combine all its Canadian 
operations in one company, to be called Murphy 
Oil Co. Ltd. It would be formed of Murphy- 
Canada and Amurex Oil Co., 80% owned by 
Murphy. 
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“Change the front tire, 
change the oil, 
and if I’m not back in 15 minutes, 
feed him!” 














THERE’S NO BUSINESS LIKE THE OIL BUSINESS... 


and there’s no telling what special services you'll be giving next. 
But you can always count on the special services you'll be getting 
when you are supplied by Ashland Oil. As the nation’s largest 
independent supplier of petroleum products, Ashland Oil & 
Refining Company understands and respects your independence. 
Here are just a few of the benefits you get from a working agree- 
ment with us: 


e You are your own boss * You choose the marketing program that best 
suits you # You get effective merchandising and selling tools * You get 
products of highest quality . . . developed and test-proved by Ashland’s 
outstanding technical and engineering staff. 


For complete information on how Ashland’s sales program for independent 
marketers can benefit you . . . write, wire or phone us today! 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry St./BALTIMORE, MD., 5820 York Rd./BUFFALO, N. Y., 800 Ellicott Sq./CHICAGO, ILL., 6 N. Michigan 
Ave./CINCINNATI, 0., 811 Federal Reserve Bank Bidg./CLARKSVILLE, IND., 214 Center St./CLEVELAND, 0., Standard Bidg./ 
DETROIT, MICH., Dearborn P. 0. Box 6025/EVANSVILLE, IND., 2500 Broadway/FINDLAY, 0., P. 0. Box 210/FREEDOM, PA./ 
LOUISVILLE, KY., 1202 S. Third St./NASHVILLE, TENN., 5 Main St./PADUCAH, KY./PITTSBURGH, PA., 711 Shields Bidg. 


The independent Supplier fr Independents 
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Mushroom-shaped control tower has picture windows on all 
sides. A two way intercom system permits conversing with 
any employee on the 94-acre site. 











Rockwell meters, air eliminators, strainers and Rockwell- 
Nordstrom valves are grouped in area adjacent to railroad 
loading racks. Twenty cars can be loaded simultaneously. 


The terminal also includes a divided wharf on the river 
where four 20,000 bbl. barges can be loaded or unloaded simul- 
taneously. Closed circuit TV is used to monitor this operation. 


GULF'S MEN 
IN THE 
CONTROL 
TOWER 


load and dispatch 
5000 gallon tank 
trucks in 5 minutes 


Rockwell Remote Metering 
System speeds operations 
in one of the world’s 

largest products terminals 


Gulf Oil Company’s large new terminal in Pitts- 
burgh was engineered to move products to markets 
fast! 

Heart of operations is an elevated control tower 
overlooking the entire facilities. From here incom- 
ing trucks are directed by loudspeaker to any one 
of 20 Rockwell-metered bays. Each meter register 
is electrically connected to a ticket printing register 
in the tower. 

No fuel can be dispensed until the tower operator 
locks and imprints a ticket for a “‘start’”’ reading. 
After a truck is filled the ticket is again imprinted 
with the “‘stop” reading. This action also breaks the 
circuit. A carbon of the ticket showing the exact 
gallonage dispensed is sent by pneumatic tube to 
the driver as his bill of lading. 

This system results in faster loading and simpli- 
fied accounting. It also helps control stock losses. 

For full details on how to save time and money 
in your plant see your Rockwell meter jobber or 


write us. Rockwell Manufacturing Co., Dept. 121L, 
Pittsburgh 8, Pa. In Canada, Rockwell Manufactur- 
ing Company of Canada, Ltd., Box 420, Guelph, Ont. 
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In the control tower remote meter registers face the truck loading bays. 
Illuminated control panel in foreground guides the movement of product 
to tank trucks, tank cars and river barges. 


Driver loads tank truck through remotely controlled Rockwell meter. 
Loading a 5000 gallon truck takes only five minutes. 


REMOTE REGISTRATION 


ROGKWELL® 
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Engineering leadership, trouble-free operation and out- 
standing performance are the major reasons these lead- 
ing petroleum marketers use Red Jacket “‘Extracta’”’ 
Service Station Pumps. 

Petroleum marketers also like the broad line of Red 
Jacket Petroleum Pumps. There are seven sizes of sub- 
mersible pumps from % to 5 HP. Five more sizes of 
In-Line pumps from 1 to 5 HP can be used for above 
ground pumping of petroleum products. 


@ 


Contact your nearest RED JACKET REPRESENTATIVE for compiete information 


Charlotte 9, North Carolina, Jerry Huber, 2503 Westfield Rd. » Chicago 31, Illinois, E. L. “Al’’ Marshall, 6695 N. North- 
west Highway « Dallas 31, Texas, R. M. “Mac’’ Crowder, 6811 Colfax Dr. » Denver 4, Colorado, E. P. “Ted” Muller, 1010 
Yuma St. « Des Moines 9, lowa, Ken Henss, 511 S. W. Ninth St. + Detroit 27, Michigan, Robert B. Cox, 12250 Coyle Ave. « 
Hamilton, Ohio, C. E. “Red” Weaver, 4223 Cincinnati-Brookville Rd. « Indianapolis 5, Indiana, Gardner Udell, 3820 College 
Ave. » Kansas City, Missouri, R. L. Faubion, Sr., 2525 S. W. Boulevard « Los Angeles, California, A. R. Sedgebeer, 2707 
S. Hill St. + Minneapolis, Minnesota, E. “Ai’’ Zahi, 1516 So. 5th St. » New Orleans 17, Louisiana, Joe R. Mooney, 2704 
St. Claude Ave. P.O. Box 3294 + New York 36, N. Y., Henry D. Fairlie, 15 West 44th St. « Phoenix, Arizona, Lee Vaughan, 
3111 N. 34th Place + Pittsburgh 32, Pennsylvania, John F. Young, 235-37 Spahr St. + Portland, Oregon, George Mathews, 
325 N. E. 20th Ave. + San Francisco 3, California, R. E. Sanderson, 221 11th St. + St. Louis 3, issouri, E. A. “‘Ted” 
at, a me St. + Seattle, Washington, Tom Baumgartner, 2927 First Ave. * Spokane, Washington, Don Buster, 
ts) elena St. 


RED JACKET MANUFACTURING COMPANY 


PETROLEUM EQUIPMENT DIVISION e Box 270, Davenport, iowa 


RED JACKET 


PE-330-R 





Part Three of NPN’s Latest Jobber Survey 





The Future of the Jobber 


For those who are tough, fast-moving, resilient, the future is assured. 
For those who aren't—there’s little future. Here's a searching look 
at the economic odds against the jobber, his problems and his prospects 








A SPECIAL EDITORIAL 


The Stakes Are High 


RF SOME JOBBERS, the best years 
are still ahead. At the very mini- 
mum, the jobber is here to stay. But 
economic changes in the marketing 
picture threaten the prospects of hun- 
dreds of jobbers. 


The factors involved in survival are 
spelled out in this report—third and 
last in a series based on NPN’s quad- 
rennial survey of the U. S. jobber seg- 
ment. As the report notes, jobbers 
have always been good businessmen, 
but it will take an extra-good business- 
man to do the job in the future. 

The cards are already on the table 
and the chips are down. For any who 
haven’t noticed it already, the stakes 


are high. 


Editor 
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Ftc ROAD for many gasoline jobbers. 
More private-branding. More growth and 
profit for fuel-oil jobbers in some areas. More 
sellouts, at ever-fancier prices. More diversifi- 
cation. A bigger investment in the business. 

These are some aspects of the long-term pic- 
ture for jobbers, as it shapes up from NPN’s 
newest survey* and from talks with knowledge- 
able jobbers and suppliers. The picture is bright 
in spots, stark and hard-hitting in others. It 
touches on some sensitive questions: Are majors 
putting the squeeze on jobbers? Can jobbers 
really market as efficiently as majors? Is the job- 
ber’s independence threatened? What’s ahead 
for jobber margins? 

Earlier parts of NPN’s 1961 jobber survey 
showed jobbers keeping pace with marketing 
trends, growing, and generally making good 
money. But where do they go from here?, asks 
this part. 

Most jobbers surveyed feel theyll move 
ahead. Some 59% say the future looks good, 
that they'll hold their own and maybe do a little 
better. And 15% rate the future excellent, more 
profitable. About 22% don’t expect to do any 


*Part of a continuing series conducted every four years, 
NPN’s 1961 survey began in September (“The Big Trends 
in Oil Jobbing Today”, pl49) and was continued in 
October (“The Truth About Jobber Profits”, p97). The 
complete survey will soon be available in reprint form. 





better than hold their own, 3% fear they’ll have 
trouble staying in business, and 1% just don’t know. 

About 14% are thinking of selling out. At a 
time when a good jobbership commands a big 
price, ($1-million and up for good jobbers doing, 
say, 5-million gal. a year) this need not imply lack 
of faith in the future. Only 7% are thinking of 
switching brands. 

Despite general optimism, the survey brings out 
many problems that darken the outlook for jobbers, 
especially in gasoline. Examples: 

e Difficulty in keeping pace with majors in 
station-building. Because of the heavy investment 
now called for—$35,000-$70,000, for first-class 
outlets—many jobbers are faced with a crisis: To 
try to protect their gasoline markets by investing 
in sites and improvements that scarely allow a re- 
turn, or to sell out or go cut-rate. More may face 
this crisis in the future. 

e@ Thinning profits on gasoline in chronic price- 
war areas. Many jobbers say they can’t continue 
on reduced margins in a future conditioned by 
oversupply and unstable markets. They feel some 
new margin arrangement is a necessity. 

Even full gasoline margins aren’t sufficient, say 
about half those surveyed. They're caught between 
rising costs and private-brand inroads, they con- 
tend. A typical comment: “My costs go up the same 
as my supplier’s do, but they don’t recognize this.” 

@ The dealer shortage is serious now and may 
get worse in the future, jobbers believe, unless 
something is done to provide dealers a better profit. 

e “Underselling” by majors on all types of 
wholesale accounts gets more prevalent all the time, 
jobbers allege. While many now accept the loss of 
volume commerical business to the majors, they ob- 
ject to discounts to small commercial and farm ac- 
counts, often at levels lower than the jobber’s buy- 
ing price. 

e Aggressive competition from natural gas 
hurts many fuel-oil jobbers. Some feel their days 
are numbered unless heating oil becomes more 
competitive in price and mounts a bigger promo- 
tional and research counterattack. 


Other problems often noted include credit and 
collections, scarcity of financing, direct competi- 
tion and “control” by suppliers, lack of supplier 
cooperation, taxes, and co-op competition. 


The survey reveals a general uneasiness about 
supplier attitudes. Some jobbers feel developments 
in station-building, dual distribution and area pric- 
ing are evidence of “anti-jobber” tendencies on the 
part of many majors. Says one jobber, “Division 
managers don’t usually earn as much as jobbers, 
so they aren’t interested in them.” 


Even among suppliers historically regarded as 


‘The requirements 


“jobber” companies, there have been so many re- 
cent organizational changes that jobbers wonder 
whether the new men really understand them. 
Some of the old-timers who knew jobbers—and 
were often thought of as more jobber-minded than 
company-minded—have moved into retirement. 
Despite the changes, the suppliers who rely on job- 
bers aver that their policies are unchanged, their 
dependence and confidence in jobbers as steadfast 
as ever. 

Despite problems, the jobber has some formida- 
ble assets going for him, most of them long rec- 
ognized: 

@ Local knowledge and identity. The jobber’s 
greatest attribute remains the one that has always 
given him a competitive edge: deep knowledge of 
his community, and wholehearted acceptance there. 
Jobbers have local friendships, prestige, stature that 
a company man seldom achieves in his limited 
tenure in a community. He has a closer relationship 
with dealers and accounts, closer connections with 
the economy of the community. 

e Flexibility. He can develop his own methods, 
policies and decisions to fit local conditions. He 
doesn’t have to wait for head-office approvals. He 
can be more efficient in dealing with farmers, con- 
tractors, heating-oil accounts, and equally efficient 
in serving dealers*. 

e@ Penetration Value. Jobbers have historically 
filled a special function in opening up new territory 
for expanding s\ppliers. Today’s rush for national 
and regional expansion has made even some tradi- 
tionally non-jobber companies act jobber-minded. 

Across the board, there’s renewed interest in job- 
ber distribution in areas where brand representation 
is sparse or nonexistent. Phillips Petroleum’s 
“March to Maine” is on again—spearheaded by 
jobbers, as was Phillips’ march through Dixie early 
in the Fifties. Merger of Standard of California 
and Standard of Kentucky has sparked a Humble 
Oil invasion of the Southeast—including jobbers. 
Cities Service is beefing up New England coverage 
—through jobbers. DX Sunray is spreading out in 
the Midwest—using jobbers. Independents like 
Signal Oil & Gas, American Petrofina, and Ten- 
neco Oil are moving toward coast-to-coast cover- 
age—through jobbers. These are only examples. 

e Established Gallonage. Levelling of demand 
has cost most suppliers “growth” gallonage. Many 
are trying to keep growing by adding someone 
else’s gallonage instead. This has caused an un- 
precedented number of brand switches in the last 
four years, and probably will in the future. 

e@ Buffer Against Government. The jobber’s 
grass-roots nature makes him an important element 


*For an article on which these points are based, see 
NPN—Feb. ’59, p126: “What Does the Future Hold for 
the Jobber Segment?” by J. H. Hall, Shell Oil Co. 
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of survival will be rigorous’ 


in the oil-industry’s governmental relations. As a 
small businessman, he carries weight; his absence 
would leave the industry more vulnerable to con- 
trol. Says a Utah jobber: “If the oil industry de- 
troys the jobber, it’s going to lose its closest contact 
in keeping government out of the industry. I can 
approach my senator better than a major repre- 
sentative because I am the public. Jobbers have 
responsible positions at home. I am a second-gen- 
eration Utahn, which is as much Utahn as there is. 
I'm not going to be transferred.” 

On balance, NPN’s survey findings add some 
encouraging omens for jobbers. The trend toward 
more medium-sized jobbers (NPN—Sept. p153) 
strengthens the jobber position and casts a rosy 
glow on the outlook. The parallel trend toward 
more efficient operation—through modern business 
methods—brightens the glow further. 


True, jobber distribution in metropolitan mar-: 


kets is gradually shrinking. There are still jobbers 
in most of the big cities in the country, but it takes 
a very large jobber. It’s tough to keep pace with 
suppliers in land-buying and station-building in big 
cities, because the biggest money of all is involved 
there. Consequently, there are fewer jobbers in 
metropolitan markets today than ten years ago. 

Even so, you can’t count city jobbers out. Says 
Pure Oil trade relations manager W. P. Marquam, 
“Our largest growth in jobber volume has been in 
these areas.” He believes jobbers and suppliers can 
work on a dual basis in metropolitan areas, reliev- 
ing the jobber of some demands on his capital. 
Some jobbers won’t go for that setup—“it never 
works out 50-50,” says one—but many feel they 
can outsell majors in city markets because of per- 
sonal knowledge and contacts. 

In small cities, towns, and rural areas, jobber 
strength has never been greater. That’s where 
growth has been and where it will continue. 

Traditionally, good jobbers have been good busi- 
nessmen. Numerous exceptions have been those 
who happened to get into jobbing and harvested 
the profits of lush markets. There was a time when 
you couldn’t miss, but that’s out now. The past 
five years of oversupply and levelling demand have 
put most jobbers to a hard test. 

As speakers now point out at almost every job- 
ber meeting, the requirements of survival will be 
rigorous. Jobbers aren’t going to be kept around 
because everybody loves them. But those who can 
justify their survival will survive. 


Jobbers of the Future 


Taking the jobber’s strengths and problems into 
account, here’s the future outlook that emerges: 

e@ The jobber segment as a whole will be small- 
er, stronger, more influential. The jobber popula- 
tion probably will decline somewhat because it’s a 
thin economic fare for the very small jobbers, un- 


November, 1961 * NATIONAL PETROLEUM NEWS 


less they’re diversified. Small jobberships will prob- 
ably continue to be bought out by other jobbers 
trying to strengthen their own positions through 
expansion. Large jobbers will continue to be 
bought by majors for the gallonage and market 
strength they offer. 

The tougher marketing climate will weed out 
those who got by in the easy late Forties and early 
Fifties, but who didn’t have the management skills 
or aggressiveness for harder competition. The sur- 
vivors will have to be tough, and their toughness 
will beef up the whole segment. They’ll win more 
of a hearing before the rest of the industry, carry 
a bigger stick. 

e@The jobber as an individual will be a better 
management man with a bigger business—more 
specialized in some instances, more diversified in 
others. Chances are he’ll work more closely with 
his supplier in the areas of management and fi- 
nancing. But he’ll still be his own man, something 
of a risk-taker, and a local personality who knows 
his market better than a major-company man ever 
will. His supplier will recognize that. 

He'll be less of a jack of all trades. Most mar- 
keters feel a jobber can no longer afford to spread 
his talents thinly over the multiple functions of 


HOW JOBBERS SEE 
THEIR OWN FUTURES 


Over-all Small Medium Large 
EXCELLENT—Looks 
more profitable for 

our company 15% 10% 17% 16% 


GOOD—Expect to 
’ hold our own, 
maybe do a 
little better 59% 


FAIR—Don’t expect 
’ to do better than 
hold our own 22% 


POOR—Going to 
have trouble 
staying in business 1% 


Thinking of 

selling out 14% 
Not thinking of 

selling out 86% 


Thinking of switching 
brands 7% 
Not thinking of 
switching 93% 





{Begins on page 93) 


sales, finance, operations, public relations. In the 
future, more jobbers will hand some of these func- 
tions over to a staff, or utilize supplier services in 
these areas. 


He'll be bigger, because the jobber who doesn’t 
keep growing isn’t likely to stay in the competitive 
race. Relatively, of course, he’ll still be a small 
businessman. 

He may be specialized, because trends in some 
areas may limit him to one or two principal prod- 
ucts. In strong gas areas, for example, jobbers may 
decide to let what heating-oil business there is go 
by the board, and concentrate on gasoline. In areas 
where the gasoline market is saturated and minim- 
ally profitable, a jobber may decide to sell his sta- 
tions and go in for heating oil—or concentrate on 
building up a private-brand gasoline business. 

A major-company jobber-relations man believes 
jobbers will go into liquefied-petroleum gas in 
a big way in outlying areas. He also believes more 
jobbers will specialize in TBA and motor oils. 
And they'll have “all the fuel oil,” he says. 

He'll probably be diversified, because this is al- 
ready proving profitable for jobbers. With strong 
local contacts, it’s relatively easy for a jobber to 
build up a new line of products, related or unre- 
lated to the oil business. NPN’s survey shows more 
jobbers than ever are handling specialty oils, sol- 
vents, LP-gas (NPN—Sept. p153). One jobber 
surveyed is developing his own brand-line of speci- 
alty products, has his own canning facilities, and 
is going into packaging of kerosine. There’s also a 
definite trend into fields like appliances, garden 
supplies, swimming pools, land development, in- 
secticides and lawn care, auto parts, aluminum 
home products, boats, motels (NPN—Mar. °60, 
p93). 

He'll own fewer but better stations. While some 
major men say jobbers will follow majors into the 
super-station field, many jobbers feel they'll never 
be able to afford so much investment. “Successful 
jobber outlets will be ‘semi-super-stations,’” pre- 
dicts one. But there’s general agreement that job- 
bers’ “dog” stations have got to go—along with 
majors’. 

He’ll make less use of bulk plants. To stay com- 
petitive with majors, he'll bypass his plant on 
gasoline and close up small marginal plants, con- 
solidating them in one base plant. 

He’ll have more money invested in his business, 
and more of it will be borrowed. He'll be buying 
larger properties at higher land and building costs. 
Wages—and everything else from pencils to gaso- 
line dispensers to trucks—will be up. 

Because they’ve proved themselves over tough 


',. The basis 


years, jobbers of the future will be worth more than 
they are today in gallons and dollars. Good jobber- 
ships will carry bigger price tags than ever, and 
jobbers will enjoy a better bargaining position with 
suppliers. 


Getting a good jobbership will be expensive. 
One marketer estimates the cost of a worthwhile 
jobbership 15 years ago at about $25,000; today, 
he says, it would cost $50,000 to $100,000 of 
a man’s own funds. A Texas jobber doing 3-mil- 
lion gal. in light products and $1-million in sales 
says it would take an investment of $300,000 to 
$500,000 in cash or credit to start such a business 
today. Putting it another way, it’s estimated that 
gasoline gallonage today costs $1-$3 gal. for a 
substantial jobber operation, while fuel oil gallon- 
age is worth about 3¢-5¢ a gal. in a strong market. 


For those who remain in the gasoline business 
and can swing the costs, more favorable contractual 
terms may develop. Jobbers today sometimes feel 
they’re at the short end of a seller’s market, be- 
cause of the over-all bargaining relationship. 


For heating-oil jobbers, the outlook is already 
good because suppliers generally prefer to have 
jobbers handle the business. Usually, it’s cheaper for 
them. With the industry’s present effort to increase 
oil-heat’s combat potential, heating-oil jobbers are 
already starting to benefit. 


First and last, the jobber of the future will be a 
superior businessman. Not just in a local, small- 
buisiness sense, because he'll often be matched 
against top major-company field men, graduates of 
business schools who’ve been sharpened by a 
gruelling run through the big-company mill. To 
make out, jobbers will need savvy, speed, polish. 


The new breed of jobber is already appearing. 
Look at the men in their twenties and thirties in 
the jobbing business, and you see mostly college 
men, some alumni of business schools and colleges. 
You even see a few professional men—here and 
there a lawyer or engineer. The gap between the 
jobber and the organization man is narrowing. (For 
a case study on one of the new breed, see page 
102.) 


How to Get from Here to There 


NPN’s survey asked jobbers what could be done 
to strengthen the jobber’s future. Answers ranged 
from the spiritual (“Attend church regularly”) to 
the specific (detailed financial plans). Most fre- 
quently suggested: 


e@ Jobbers and suppliers should cooperate bet- 
ter. (One jobber’s one-word answer: “Together- 
ness”). Says a jobber who was formerly a top 
major-company executive: “The basis of any suc- 
cess the jobber may gain in the future has to be 
confidence in the supplier. Jobber suspicion of sup- 
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has to be confidence in the supplier’ 


pliers seems to be a fact of life, but I deplore it— 
and I think it could be changed.” 


Some jobbers answering the survey felt suppliers 
lacked understanding of the jobber’s function and 
methods: “They should analyze jobber statements 
and see that we do make a living.” Others felt com- 
munications between jobbers and suppliers are in- 
adequate, blaming some of the problem on major- 
company sales reps: “The average jobber isn’t con- 
cerned with the powers that be; it’s the boy scouts 
in between who are the problem;” “We jobbers are 
actually running a schooling program for major- 
company salesmen.” Others feel the problem is one 
of attitude: “Suppliers should encourage jobbers, 
instead of picking nits in the jobber’s operation and 
making a big issue of them.” 

Many jobbers feel suppliers should be more will- 
ing to offer management and financial help and that 
jobbers should be more willing to take it. While 
some jobbers can line up financial arrangements, 
this is generally a sensitive subject. Reluctance 
to accept supplier help is longstanding among 
jobbers who generally don’t want to become tied 
to their suppliers. But many jobbers now feel such 
help is a necessity for continued expansion. 


Some jobbers suggested that suppliers help out 
by letting jobbers control stations they can’t afford 
to build or buy, giving the jobber a rental he can 
live with. Taking the case of a $100,000 investment, 
one jobber suggests a rental of 0.6% instead of 
1%, or $600 a month instead of $1,000. 


Says another jobber, “After two or three years, 
suppliers know how a jobber shapes up. If he’s 
doing the job, he should get a 15-year supply con- 
tract, with margins on a sliding-scale basis. Then 
he can confidently plan to expand his business the 
way he should. He can build stations, using the 
15-year contract as a way of getting money, and 
lease the stations out for 10 years, giving the dealer 
some security. This way he can make his investment 
in the station over 10 years and get something for 
himself over the other five years of his contract.” 

Local banks in many small towns, says one job- 
ber, won’t lend more than $25,000, “and you can’t 
do much expansion on that.” When a jobber turns 
to his supplier for financing, says this jobber, he 
may be told that the company is “in the oil busi- 
ness, not the banking business.” He feels these con- 
ditions need to be corrected. 

e@ Suppliers should stabilize markets. Many 
jobbers surveyed don’t feel suppliers are doing 
their utmost to improve bad-price conditions. 
Among specific suggestions: eliminate price protec- 
tion, improve dealer margins, post “realistic” tank- 
wagon prices, eliminate sales to private branders, 
eliminate sales to commercial and farm accounts 
below jobber cost. 


@ Jobbers should get more margin. About half 
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the jobbers surveyed feel margins should be higher, 
in recognition of increased costs of doing business. 
Actually, margins are always a source of contro- 
versy. In view of that, a 50% vote for wider 
margins doesn’t seem so high. 

Some jobbers feel the present system of margins 
should be abandoned in favor of a percentage sys- 
tem, or a system based on terminal price plus 
freight. 

@ Jobbers should exploit their natural advan- 
tages. Jobbers should worry less about factors be- 
yond their control, and more about their immediate 
markets, some suggest. Services, station upkeep, 
and personal contacts should be stressed more. 

e@ Jobbers should concentrate on management 
skills and efficiency. Not enough jobbers keep up 
with new trends, new business methods, jobbers 
Suggest; there’s a tendency to keep doing things 
“the old way.” Solutions: Attend management in- 
stitutes sponsored by associations, meet with sup- 
plier experts, read business publications. 

“Some jobbers don’t even know their own busi- 
nesses,” says one jobber. “They should analyze 
their operations thoroughly and trim away all fat. 
They should work out their costs on a per-gallon 
basis and watch them closely at all times.” 

“The jobber who milks his operation, who isn’t 
willing to take chances, who doesn’t want to bor- 
row money to expand, is doomed,” says Pure Oil’s 
Bill Marquam. “The good progressive jobber will 
remain.” 


Jobbers should make plans to perpetuate their 
businesses. Survey results (NPN—Sept. p155) 
show only about half have done so. Failure to plan 
is a quick road to extinction of a jobbership, 
through lack of capable successors in case of death 
or retirement. 


Some Payoff Questions 


Whenever jobbers talk shop about the future, 
the same questions always arise. The answers are 
debatable, but closely bound up with the jobber’s 
survival. Here are the questions, with some ans- 
wers based on frank talks with top jobbers and 
supplier officials. 

Are some majors putting the squeeze on jobbers? 
Says a major-company vice president: “Intention- 
ally, no company is Machiavellian enought to try 
to put another segment out of business. But com- 
petition today is so stiff that some jobbers do re- 
ceive adverse consequences from it. In a poker 
game, the man with the biggest bundle can stay in 
longer than the man with a short one. This is what’s 
happening in station building today, and the jobber 
is getting hurt. But at this point, that’s beyond the 
control of any individual company.” 


Says a jobber, “The argument is entirely with 
(Continued on page 131) 





‘There 1s a way 
to keep this guy 
in business! 


The solution is surprisingly simple! 


Good location, accepted brands, neat 
appearance, courteous attendants—the ele- 
ments of success—but not for this dealer! 
He couldn’t make a go of it. He didn’t know 
how to build back room business. 

This isn’t an isolated case. Stations are 
being boarded up in every state. And along 
with actual failures, a recent API Survey 
shows a frightening increase in station turn- 
over due to “dealer or company caused 
reasons.” 

Could it be that dealers are “pumping” 
themselves out of business? Back room 
business is more important than ever before 
to a dealer’s prosperity. Yet look what’s 
happening there. Oil change recommenda- 
tions and lubrication requirements have 
changed drastically on many makes of cars. 


KFRAMARKETING.. 


More are coming to make things tougher. 

But there is a way to build volume back 
room business and the solution is surpris- 
ingly simple. Give your dealers the benefit 
of FRAMARKETING*. Here is a program 
that backs your dealers every step of the 
way to build motor oil and filter business 
for quick, dependable profits. 

Most dealers just won’t do it on their own 
—but when FRAMARKETING* goes into 
action, so do your dealers. A constant pro- 
gram of education, training, advertising and 
promotions keeps them on their toes. But 
it takes action on your part first. 

Why not find out right now how 
FRAMARKETING* can boost your 
dealers profits and keep their business 
healthy? Write or phone: National Accounts 
Division, FRAM CORPORATION, 
Providence, R.I., GEneva 4-7000. 


. the automotive industry’s most complete service 
for development of volume filter business . 


. through research, train- 


ing, advertising, promotion, sales-aids and personal field assistance. 
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CHEVROLET MOVES OUT WITH HIGH TORQUE POWER 


THE STUFF THAT WHEELS 
ARE TURNED BY 


The accent’s on torque in a big way for ’62, in Chevy’s new High Torque power lineup for medium- and 
heavy-duty trucks. New features, new performance characteristics, and even two brand-new extra- 
displacement V8’s are tailored throughout the line to deliver a heaping hoodful of bulling, bruising 
torque—to dig in and move out under full capacity loads without a fuss. You’ll find Chevy’s brand 
of performance gives you a new kind of mastery over the toughest jobs you tackle, with brute-force 
breakaway power that just won’t take no for an answer. There’s no such thing as “no can do’’ when 


you’re powered up the Chevy High Torque way! 


High Torque 261 Six—Standard in Series 60 and 60-H 
models (GVW’s up to 23,000 lbs.). Ideal for hauls that 
call for load-lugging High Torque power plus proved 
6-cylinder economy. Delivers 235 ft.-lbs. of torque and 
150 hp to handle maximum loads with low-cost efficiency. 
This engine backs up your bank account with brute 
strength to spare—with a forged steel crankshaft, high- 
alloy inlet valves, hard-faced exhaust valves with Roto- 
coils and much more. 


High Torque 327 V8—Optional at extra cost in Series 60 
and 60-H (GVW’s up to 23,000 Ibs.). It’s Chevy’s newest 
and biggest medium-duty engine, ready to turn to with 
805 ft.-lbs. of hard-pulling torque and 185 hp to tame 
your toughest jobs. Efficiency stays up, operating costs 
stay low with top-quality features like these: fuel- 
metering Power-Jet carburetor, durable precision bear- 
ings, aluminized inlet valves, hard-faced exhaust valves 
and full-flow oil filter. 


High Torque 348 V8—Standard in Series 80 models 
(18,500- to 25,000-lb. GVW range). Provides 220 hp and 
325 ft.-lbs. of torque to keep big loads moving at lowest 
cost. Comes equipped with scores of heavy-duty design 
features such as inside/outside carburetor air system 
that helps stabilize air supply temperature, highest 
quality valves and bearings, precision-engineered lubri- 
cation, cooling and ventilation systems. This one assures 
years of low maintenance, high mileage operation. 


High Torque 409 V8—Optional in Series 80 models 
(18,500- to 25,000-lb. GVW range). It’s the biggest, 
pullingest engine that ever powered a Chevy heavyweight. 
With a whopping 252 hp and 390 ft.-lbs. of torque, the 
High Torque 409 V8 is made to order for extra rugged 
runs. Long life and trouble-free performance are sure 
things, thanks to such special heavy-duty features as 
induction-hardened valve seats, forged steel crankshaft, 
new 4-barrel carburetor, to mention just a few. (For all 
the details on High Torque power for your job, see your 
Chevy dealer.) ... Chevrolet Division of General Motors, 
Detroit 2, Michigan. 


High Torque 348 V8 


High Torque 409 V8 








PLUS NEW GENERAL MOTORS SERIES 53 DIESELS 


For '62 Chevrolet introduces new GM 
Diesels for medium- and heavy-duty 
trucks! Specially designed for lowest cost 
performance in Series D60 and D60-H 
(15,000 to 23,000 GVW) is the proved 
130-hp GM 4-53 Diesel. And, for haulers 
who work in the Chevy Series 80 range 
(18,500 to 25,000 Ibs.), the new 195-hp 
GM 6V-53 Diesel will be available soon. 
If you work your trucks near the limit 
with heavy loads, high mileages, severe 
stop and go or excessive idling, you’re in 
for a pleasant shock when you find out 
how much a Chevy Diesel can save you! 























built to keep running and running and running and running and running and running and running and running 


1962 CHEVROLET JOBMASTER TRUCKS 
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T 33, Paul Forbes represents a new breed of 
A oil jobber. His operation, unusual by 1961 
standards, may be right in the pattern of things 
to come. 

That would be logical, because Forbes’s opera- 
tion is future-oriented. Discarding many tradition- 
al jobber practices, borrowing big-company meth- 
ods from the majors, Forbes follows a 15-year 
growth plan. “Think ahead, plan ahead and be 
ahead” is his philosophy. 

Here are some of the “futuristic” aspects of 
Forbes’s Passaic County, N.J., jobbership: 

e Big and specialized. Concentrating on gaso- 
line, Forbes does 16-million gal. a year, plus 160 
000 gal. of motor oil. 

e Minimum investment. Forbes has no capital 
tied up in bulk plant, warehouse, or transportation 
facilities. In fact, he has no investment in any non- 
income-producing building. 

e High return. Current return on gross invest- 
ment is 18%, before taxes. Target: 20%. 


beg Ow ad j obb er Jobber Paul Forbes = holds sue aah meetings 


with his sales force, dealers, and top assistants, sees them 
informally almost every day 


gears 
h f S b u Si n ess ® Big-time management methods. Forbes runs 


a high-powered dealer recruitment, training and de- 

to t he futu re velopment program that outstrips many majors’. 
Result: High dealer morale, low turnover. He uses 
major-style market research, has his own full-time 
specialist. He employs young, aggressive manage- 

Paul Forbes is not a typical 1961 ment men who seek success before security, re- 
sponsibility before rewards. 

jobber, but he may be a typical At the same time, Forbes retains the jobber’s 
traditional aces in the hole—strong local identity 

and close touch with his market. 

Six months ago, with future territorial expansion 

A in mind, Forbes switched suppliers, ending a 39- 

Think ahead, plan ahead, be ahead. year family relationship with Texaco to go with 
Shell (for details of the switch, see page 105). Since 
the switch he’s increased his volume 30% and his 
territory fivefold. 

C. P. Forbes Oil Co. now has 100-odd service 
stations, owns about 25 outright. Forbes will invest 
anything from $30,000 to $60,000 in land, and 
pays about $45,000 for building and equipment. 
Amortization on a typical $90,000 investment is 


jobber of tomorrow. His philosophy: 
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over 12 years. By restricting investment dollars 
to income-producing buildings, Forbes has man- 
aged to build stations out of profits so far. But 
with more expansion at hand, he’s investigating 
availability of long-term financing. 


Minimum Investment 


Paul Forbes believes in a high return on every 
dollar invested. Here’s how he avoids investing in 
nonincome producing properties: 

e Transportation. This is handled by Prospect 
Petroleum Transportation Inc., headed by Charles 
Eichholz, a former Forbes driver, and his son, 
Charles Jr. The Forbes Company sold them a 
1,000-gal. truck in 1946 and turned over its tuel- 
oil accounts to get them started in business. It sold 
them more trucks as they prospered and they 
gradually took over all Forbes deliveries. The 
Eichholzes sold out their fuel oil business and in 
1955 dissolved their father-son partnership and 
formed the present corporation. Now with a fleet 
of seven transports, they handle all Forbes’ trans- 
portation on a three-year, fixed-rate contract basis. 

“This arrangement means we have no headaches 
over transportation, distribution or storage,” says 
Forbes. “Prospect handles our inventory and dis- 
patching and we get no calls in the middle of the 
night. 

“Our operating costs are cut. We estimate our 
transportation saving is about 0.25¢-gal. This 
leaves more money available for income-producing 
buildings.” 

Forbes says the arrangement has another advan- 
tage—“free-enterprise incentive.” 

“The man who works for himself, works better,” 
he says. 

e@ Warehouse. Forbes has none. His package 
goods are stored in Prospect’s warehouse and that 
company handles receiving and inventory. Forbes 
maintains a small truck to make package deliveries. 

e@ Bulk plant. “A jobber doesn’t need one un- 
less he handles fuel oil,” Forbes says. He doesn’t. 


High Return 


Here’s how Forbes puts it: “Most industries are 
concerned with their return on sales. But because 
of the wage-price spiral, operating costs continue 
to rise to the point where you can conceivably have 
unprofitable sales. In order to get public money, 
you must have a return on investment. It seems to 
me that more companies are going to be thinking 
of return on investment, rather than return on 
sales. This requires that an operation be on a prof- 
it-and-loss basis. We are looking for a 20% return 
on investment before taxes, in the long term.” 


Young Management 

Paul, at 33, is president of the company. His two 
brothers, Cyril and William, are 34 and 32, re- 
spectively. (Continued) 
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Forbes has no investment in transportation or ware- 
housing. A company owned by former Forbes driver 
Charles Eichholz (left) and his son Charles Jr. (center) 
handles transportation and package-goods receiving, in- 
ventory, and storage for Forbes 


The Forbes stations stress modern merchandising ap- 
proach, with big displays 





Management 





Owners of C. P. Forbes Oil Co., founded by their father, 
are brothers William F., Paul M., and Cyril P. Forbes (I-r), 
shown here with Shell Oil vice president J. L. Wadlow (at rear) 


{Begins on page 102) 

“All the men we’ve hired recently are under 40, 
and that is our preferred maximum age limit,” 
Forbes says. 

But he recognizes the value of experience in such 
men as Rayford M. Harrell, vice-president and di- 
rector of operations, who is 58. 

His office staff of five is headed by William Al- 
bright, 60, treasurer, and Mrs. Agnes Moore, 54, 
company secretary. 

“These three officers, among them, represent 75 
years of service with the company and without 
them we couldn’t exist,” says Forbes. 

What kind of people are his young management 
men? 

“With only two exceptions, all have owned and 
operated their own service stations. Our idea is to 
get the best men we can and pay them the best sala- 
ry we can. When they reach the point where they 
can make more than we can give them, we may 
help them into business on their own. We have no 
retirement plans, no pension schemes. We don’t 
want those who are security conscious. They won't 
do the job for us.” 


Key Men: Territory Managers 


Forbes believes strongly in delegating responsi- 
bility.and authority. He divides it among six ter- 
ritory managers, including his brothers. 

Each doubles as a dealer-salesman, but as man- 
ager, each is encouraged to run his territory as if it 
were a separate entity. 

Profit and loss statements—and projections— 
are required of all territory managers. Each has to 
prepare his own budget. 

Each manager is also required to report on mar- 
ket trends in his territory and to predict the busi- 
ness potential that might result. Each will also 
spend four days a week in uniform, working with 


dealers and their personnel to improve sales, book- 
keeping and management methods. 

Managers are also responsible for finding and 
recruiting dealers. 

Forbes finds his management men through “pres- 
tige” advertising in leading East Coast Sunday news- 
papers. Applicants undergo elaborate screening— 
a lengthy questionaire, two-hour pattern interview, 
check of previous employers and references. Writ- 
ten results and personal evaluation are compared 
for a “sum total rating sheet.” Then comes a 
“danger elimination sheet.” 

On the latter, a check mark against such re- 
marks as “candidate’s wife overly ambitious, could 
never be satisfied,” or “has no financial need to be- 
come a Salesman,” and the applicant is disqualified. 

Before a final decision, Forbes and his wife us- 
ually dine out with the candidate and his wife. 

Green salesmen with no previous experience in 
the field, start at $7,200, plus bonus. Forbes’ top 
salaries are around $18,000. He tells new employes 
that if they ever get into this bracket and could do 
better elsewhere, he will consider financing them 
in their own business. One former employe was 
given help to set up a printing firm. 


Dealer Programs 


Forbes makes heavy demands on his dealers, but 
he offers them commensurate rewards. Before he 
is accepted, a potential dealer and his territory 
manager make 30-day, 60-day, 3-month, 6-month, 
and 1-year profit-and-loss projections for his sta- 
tion. These are compared with actual performance. 

To find suitable men, a territory manager oper- 
ates a four-week plan: 

First Week—manager makes 25 calls a day on 
competing accounts, supermarkets, local garages, 
mailmen and other delivery men. They are asked: 
“Do you know anyone with about $5,000 who 
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Forbes offers dealers new, almost fully equipped station 
on a multiyear lease, with flat rent after three years. Rent 
is based on station’s potential (new-station rate: 2¢ gal.) 


would like to get into this kind of business?” (Forbes 
says the response is high—about 80% referrals). 

Second Week—manager follows up referrals and 
runs two three-day newspaper advertisements. 

Third Week—resumes 25 calls a day for six days. 

Fourth Week—follows leads and repeats ads. 

The program is abandoned, of course, when a 
dealer is found. If one is not found after the four 
weeks, all six managers would repeat the routine. 

To encourage recommendations from his own 
staff, Forbes will pay $50 to any employe whose 
“suspect” is verified as a “prospect,” and another 
$50 if the prospect is actually signed into a station. 

Gross income of present dealers range from 
$7,500 to $25,000. Forbes’ goal is to increase that 
minimum to $10,000 within two years and to $15, 
000 within five years. 

Average dealer investment is about $6,000. For- 
bes says he prefers not to finance them and will do 
so only to the extent of 25%. 

His three-pronged objective: 

1. The best geographic locations. 

2. The best facilities there. 

3. Acquisition of the market’s leading dealer. 

To get the best dealers, Forbes offers a new 
colonial-style station equipped with everything but 
hand tools; a multi-year lease with no time limit 
after one year of probation; a flat rent after three 
years. 

Flat rent is negotiated on the basis of a station’s 
potential. Until it goes into effect, rent is 2¢-gal. for 
a new colonial station and 154¢ for others, in- 
cluding equipment. 

Typical of the dealers who join Forbes is Nicholas 
Maglione. An Esso dealer for 15 years, he gave up 
a 65,000-gal.-a-month station to take over one of 
Forbes’ new colonials at Little Falls, N.J., where 
he is currently doing about 35,000-gal.-a-month, 
but making more through balanced selling. 
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What Forbes’ switch to Shell means 


As a Texaco jobber, Forbes was moving 
about 1-million gal of gasoline a month. 
This increased by 18% in the first 25 days 
with Shell, and by 30% in the first five 
months. 

The size of Forbes’ territory, 250 sq. miles 
with Texaco, recently increased fivefold. 
The new market has yet to be developed. 

Shell, before the switch, ranked eighth in 
New Jersey market. It moved up to sixth in 
the first month. 

Cost of the transition was $250,000, 
broken down as follows: Materials and 
labor, $150,000; newspaper advertising, 
$75,000; promotion giveaways, $25,000. 











An average Forbes dealer has a monthly TBA 
ratio of $35 per 1,000 gal., and an oil ratio of 
about 1.15. 

Dealer turnover has been about 10% since 1958. 


Marketing Techniques 
“The industry is planning for the next five years; 


we are planning for the next 15,” Forbes says. 
“The base lease today is 15 years, so we have to 
look that far ahead.” 

Forbes used to handle market research himself. 
But recently he decided it was full-time job for a 
specialist, and he hired James M. Moore, 27, who 
holds a master’s degree in this field. 

Moore’s first assignment: To make a study of 
general market trends, and trends in automobile- 
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engine design, automobile services, fuels, service 
stations (design and products sold). 

After analyzing all this data, he will draw up 
projected market trends for the next 5, 10, and 15 
years. 

Forbes also subscribes to a statistical survey serv- 
ice which provides him with localized breakdowns 
on his market by population, income, cars-per- 
family, and even weather. 

“We think income and purchasing power have a 
tremendous impact on our market and we are try- 
ing to pin this to sales,” he explains. “We are also 
doing an analysis of weather in our market for the 
last three years in an effort to correlate this to 
sales.” 

The 15-year plan is evaluated and, if necessary, 
revised every six months. Forbes hopes he will soon 
be in a position to predict his own potential in the 
market that far ahead. 

His plans call for the complete rehabilitation of 
good sites, the elimination of marginal ones. 

He is currently building four new stations and 
plans a three-a-year schedule. 

The new stations are good examples of Forbes’ 
forward planning. All are built on foundations cap- 
able of holding two or three more stories, making 
them readily convertible to other uses. Resale po- 
tential is thereby increased. 

Four-inch fill lines on storage tanks (reduced to 
3 inches at the fill caps) have been installed “to 
prepare for the trend to 4-inch equipment on tank- 
ers. 

“And our two-product, dual pumps mean we’re 
all set for a blending system if we need one,” 
Forbes adds. 

More immediately, he plans to enter the TBA 
business in early 1962. His dealers currently han- 
dle TBA on an individual basis. 


A thumbnail sketch of the Forbesoperation: 


Company: The C. P. Forbes Oil Co. 
Founded: In 1922, by the late Cyril P. 
Forbes, with one service station. 
Owners: Cyril’s sons—Paul, 33, president; 
Cyril, 34, soon to head TBA operation; 
William, 32, a territory manager. 
Employes: Fifteen, all told, including an 
office force of five. 

Brand: Shell for the last six months, 
Texaco for 39 years previously. 
Stations: About 100, of which about 25% 
are company owned, the rest mainly leased. 
Volume: Gasoline, about 16-million gals. 
a year; motor oil, about 160,000 gals. a 
year. 

TBA: Now handled by individual dealers. 
Forbes will enter this field in early 1962. 
Market: Passaic County, N. J., about 250 
sq. miles. 








Forbes’ brother, Cyril, will head the TBA op- 
eration and consideration is being given to making 
this a separate entity similar to the transportation 
set-up. 

“Getting into TBA means a better return on 
real estate which, after all, is already there,” says 
Forbes. “And it will be a stabilizing factor should 
the Jersey gasoline market ever become depressed 
again.” 

His mind is by no means closed to further di- 
versification. 

“Because our marketing staff is real estate ori- 
ented, there’s always a chance of getting into in- 
dustrial development.” 

Forbes, his sales force, and his dealers maintain 
a close working relationship. They have informal 
contacts almost daily and gather once a week for a 
formal sales meeting. 

Then, the selection of an item as a “special of 
the week” is followed by an exchange of ideas on 
how best to merchandise it. 


The Future 


Forbes sees the area from Boston to Washington 
becoming one large metropolitan area, where dis- 
tribution is handled largely by jobbers. 

He also believes the trend is to “energy market- 
ing” rather than petroleum marketing. 

Of the service station’s future, he says: “I envi- 
sion in 15 years a facility one block square, with 
pump islands for every major supplier. 

“It will be operated on a concession basis, with 
concessions for tune-up specialists, transmission 
specialists, and others. 

“Basically, I think we will follow the food indus- 
try trend in retailing, with an automobile super- 
market. This will be a multi-pump, multi-bay sta- 
tion, with new and used car lots, and facilities for 
all automotive services in one-stop shopping.” 
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Ais for Autolite. The people who sell two very 
exclusive Batteries. The sta-ful—normally needs 
water only 3 times a year. The Anchor Bond— 


protects itself against both thirst and vibration. 
Plus Carburetor repair kits for all Ford Motor 


Company products. And Distributors and distrib- 
utor caps for all Ford Motor Company and Chrysler 
Corporation cars. Picking the right line of parts to 
sell is Easy because Ford Motor Company quality 
is well known. Take our Gaskets and gasket kits or 


generators, for instance. Nobody makes any better. 
Ho on the bandwagon. Put some Lnition in 
your sales. Join the Autolite team. You'll be sell- 


ing a K ing-size line of products that keeps 
growing all the time. Long-lasting condensers. 
Mighty fast starting motors. New top -per- 
formance coils— Oniy 6, and they fit most any- 
thing. Plus Paints without parallel. QQ) uick-witted 
voltage Regulators for all cars. Spark plugs 
that actually clean themselves while you drive. 





Motorcraft Transmission repair 
parts for all Ford Motor Company 
cars. Unmatched quality is our aim. 


You will find it everywhere in our 
Wiast array of products— including 
our Wire and cable. If you are 


looking for opportunity, 2X marks 
the spot: your nearest Autolite sup- 
plier. And there’s plenty of great 
things Yet to come. All the way 
from A to Z. .. the trend is to 














AUTOLITE 


DIVISION OF dtm MOTOR COMPANY 
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This hose is flexible, easy to handle 
even in cold weather 


SPECIAL KIND of rubber used in 
this B.F.Goodrich fuel oil hose 
makes it flexible and easy to handle 
even in sub-zero temperatures. The 
hose speeds deliveries by keeping a full, 
unobstructed flow of oil moving from 
truck to tank. It handles easily, reels 
readily, saves many minutes each day. 
Because of its strong braided con- 
struction, B.F.Goodrich hose always 
keeps its full round shape. It can’t 
flatten or collapse on the reel to choke 
off the flow or slow it down. There's 
no reinforcing wire to take a perma- 
nent kink. 


The tube of this hose is completely 
oil-resistant. It won't swell to reduce 
the inner diameter of hose, or flake off 
into the stream of oil. The cover is 
built for rough use—thick and tough 
so the hose can be dragged across 
rough curbs, sidewalks and driveways 
without harm. It can lay in gasoline, 
oil or grease without damage. And 
there’s no danger of sunlight causing 
it to crack or check. Either one-time 
Permalock or reattachable Type 66 
couplings can be used. 

Ask your B.F.Goodrich distributor 
to show you a sample and tell you 
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more about Type 83, fuel oil hose—an 
improved hose that’s easier to handle, 
can make faster deliveries, and reduce 
operating costs. B.F.Goodrich Industrial 
Products Company, Department M-190, 
Akron 18, Obio. 


B.EGoodrich 


FUEL OIL HOSE 


111 





GORMAN-RUPP PUMPS, HYDRAULICALLY DRIVEN 


Views above 
and below 
show both 
sides of the 
unloading 
assembly 
under the 
transport. 


Speed-up of gravity dumps to underground storage. 
Unloading capacity of as much as 500 gpm through 3" 
hose. Close control of delivery at the desired rate. 
Delivery by ticket through a meter .. . 

These are some of the principal advantages of the 
unique transport-unloading concept that Gorman-Rupp 
engineers developed for a major carrier. Illustrated here 
on an 8600-gallon aluminum double-bottom transport 
train, the unit employs a hydraulically-driven Gorman- 
Rupp vertically mounted pump. Accessories include 
hydraulic motor mounted directly to pump. Air elimi- 
nator and meter are in line as shown above. Hydraulic 
motors and pumps for higher pressure are also available 
to meet pumping requirements to vertical and horizontal 
aboveground tanks. 

Remember, whenever or wherever you want to trans- 
fer gasoline or fuel oils, etc., Gorman-Rupp has the 
pump-engineering experience, equipment and know-how 
. . . proved in years of worldwide service. + See your 
Gorman-Rupp Distributor, or write us direct. aus 


THE GORMAN-RUPP COMPANY 


305 BOWMAN STREET, MANSFIELD, OHIO 


GORMAN-RUPP OF CANADA LTD. 


ST. THOMAS, ONTARIO 
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Demonstration model of ‘Magic Grid’ shows that flame is 
diffuse and less efficient with grid not in position (top). 
When grid is moved closer to blast-tube opening (middle, 
bottom), configuration of flame is changed and efficiency 
increases. In actual use, the grid is fastened permanently 
to the tube end 
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Fuel Oil 


‘Magic Grid’ 


for Better Burners 


Esso says new device makes 
gun-type burners quieter and cleaner, 
cuts fuel costs, 

and should help oil in its fight 


with other fuels 


sso STANDARD has a simple device for domestic 

high-pressure gun burners that cuts oil con- 
sumption and makes burners operate more quietly 
and cleanly. 

Esso’s stake in making burners run quietly and 
cleanly is obvious, but its desire to cut fuel con- 
sumption is less clear. Esso figures, though, that 
cutting the homeowner’s oil bill will make oil more 
competitive with other fuels. 

The company is certain the new zip that the de- 
vice is bringing to oil heat’s economy pitch will 
bring in a lot of new business and keep present 
customers eminently satisfied with oil heat. 


What the Grid Does 


The part of the device that accounts for most 
of its advantages is a metal grid that fits on the end 
of the burner’s blast tube. It breaks up the flame 
cone and allows better combustion than takes place 
without it. Esso calls it the “Magic Grid.” 

Esso says that in field tests the grid device in- 
creased burner efficiency an average of 12% 
(range: from 5% to 24%); cut fuel bills an aver- 
age of 21% (range: 9% to 44%); and resulted 
in average fuel-bill savings of $53.50 a year (range: 
$19 to $119). (continued) 





Fuel Oil 
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Without the grid, average over-all efficiency of 
burners was 71%, Esso says. There was 90% ex- 
cess air, a 3.7 smoke number, a 600-degree stack 
temperature, and 9% CO.. 

After the grid was attached, the same burners 
ran. with 83% efficiency. Excess air was 30%, 
smoke number zero, stack temperature 390 de- 
grees, and CO, 12%. 

With the grid, oil that was wasted and that ended 
up as carbon is now being burned. Hence, heat- 
exchange surfaces remain cleaner longer. This 
could lead to fewer and quicker cleanouts, and to 
less time being taken on adjustment jobs. With 
servicemen doing more jobs per day, this could 
lead to a cut in burner-service policy costs. 

If the burner pulsated before the grid was in- 
stalled, it will be quieted down to a hard-to-hear 
purr, says Esso. 

High-speed pictures taken though quartz win- 
dows set up around a combustion chamber of a 
conventional burner in Esso Research & Engineer- 
ing Co.’s laboratory show that pulsation is caused 
by a series of small explosions in the chamber. 
Though a steady stream of air and oil is pumped 
through the nozzle, the flame pattern is erratic, 
flaming up and dying out continually. This flame 
pattern behavior can’t be seen by the naked eye, 
which sees the flame pattern as steady and con- 
tinuous. The grid makes the flame really burn 
steadily and continuously. 


How the Grid Developed 


As with other developments coming from the 
Esso family, the grid was the usual triple-play affair. 
Esso Research & Engineering did the spade work 
and came up with the grid idea; Gilbert & Barker 
Manufacturing Co. tooled up to produce it; Esso 
Standard is selling it. All in all, the grid represents 
about two year’s work. 

There’s more to the device than just the grid. 
The grid itself is made of high-temperature alloy 
to withstand the 2,000 deg. heat in the chamber. 

It is attached to a hollow-end cone that fits over 
the blast tube’s end. There is a nozzle shield too. 


The most costly part of the Magic Grid package 
is an electric-eye ignition controller that fits on the 
back of the burner. This unit shuts off the electrical 
current to the electrodes as soon as flame has been 
established. This eliminates coking. Depending on 
the action of other controls, the ignition controller 
will energize the electrodes to re-establish flame if 
the flame goes out. 


How it Works 


Esso researchers took high-speed movies of flame 
behavior in the combustion chamber. They showed 
that the flame pattern was cone-shaped, with the 
center of the cone hollow and unburning, even 
though a mix of air and oil was present. The edges 


of the cone supported combustion, but the center 
did not. The velocity of the air-oil mix hitting this 
area was too high; it kept blowing out the flame 
there, Esso says. 

The grid slows down this air-oil mix so that the 
cone’s center can support combustion. The grid 
also shortens the length of the flame cone. It also 
changes the flame’s color from orange to yellow- 
white. 


What it Costs 


Esso retails the grid package (including ignition 
controller) for $54.60 (installed) to accounts who 
want nothing else. Accounts who sign up for watch- 
dog burner service pay an installed price of $44.60. 
Installation by a good burner man takes about 
three and a half hours. Work involved includes: 

(1) Pulling the burner from the chamber. 

(2) Installing a new nozzle with a lower firing 
rate. (Esso replaces a 3.5 gph nozzle with a 2.25 
gph nozzle and a 1.0 gph with a .75 gph, for ex- 
ample.) 

(3) Attaching nozzle shield, grid and end cone, 
and ignition controller. 

(4) Making electrical connections. 

(5) Resizing the chamber with ceramic felt, if 
necessary. (Esso says about one third of the cham- 
bers need resizing.) 

(6) Returning the burner to position. 

(7) Starting the burner and insuring that it is 
adjusted for peak performance. 


What's Next 


Esso Research says burner research is continuing, 
but it is difficult to say exactly what is coming next. 

It is certain, though, there will be more develop- 
ments with the grid. It is now an add-on device, 
but it will be made part of the primary controls, so 
it can be included when a new set of primary con- 
trols is needed. 

Grid-equipped burners will become standard 
equipment on Esso’s line of conversion-replace- 
ment burners and on its line of packaged boiler or 
furnace units. 

The Magic Grid is replacing Esso’s HEP (“‘Heat- 
ing Efficiency Program”) campaign (NPN—May 
60, p114). Esso concedes the HEP program was 
perhaps a bit too technical and involved too many 
steps for the average burner man. 

The Magic Grid package is an all-Esso deal at 
present. But some of Esso’s heating-oil marketing 
people think that Esso eventually will turn over the 
grid idea to the industry in general. 

Esso is going all-out to drum up business for its 
new device. It is sending special direct-mail folders 
to all Esso home-heat accounts and to mailing lists 
of accounts served by others. In some areas, Esso 
is using specially trained telephone crews to line 
up prospects for its regular salesmen to visit. 
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Mobil Research Announces... 





GASOLINE 
Realistically Rated 








To Meet A Motor’s 
Long-Run Needs! 








The Megatane System of Rating Gasoline 


A Great New Advancement in Gasoline Technology Introduced With 
THE MOST POWERFUL TV ADVERTISING CAMPAIGN 
In Gasoline History! 


measures not only Octane Rating, but 
all the qualities and features needed for 
the ideal gasoline! 


What Is The Megatane System of Rat- 
ing Gasoline? It’s the most modern cri- 
terion of total gasoline performance. 
Based on a 5-year study of gasoline per- 
formance characteristics, it overcomes 
the inadequacy of partial ratings (such 
as octane) and provides an inclusive 
rating of gasoline performance. 


What Does It Do? It rates all essential 
qualities and features in a gasoline. And, 
measures the optimum balance required 
to deliver what a car owner needs most 
—namely, total performance ! 


How Does It Differ From Other Meas- 
uring Sticks? The principle of Megatane 
Rating can be understood very simply 
by comparing it with Octane Rating. 
Determined by laboratory and road-test 
methods, Octane Rating measures gas- 
oline’s anti-knock performance. How- 
ever, the new Megatane Rating System 


How Many Rating Points Are There? 
The Megatane Rating System embraces 
the 21 qualities Mobil engineers believe 
should be found in the ideal gasoline— 
including high volatility, high energy, 
weather-conditioned blends, etc. 


How Do Mobil Gasolines Rate? The 
ideal Megatane rating of 21 has not yet 
been achieved by anyone. . . not even 
Mobil. However, new Mobil Premium 


MOBIL OIL COMPANY 
A Division of Socony Mobil Oil Company, Inc. 
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rates higher on the Megatane scale (19 
out of 21) than any leading Premium. 
And—new Mobil Regular, with 16 out 
of 21, rates higher than any leading 
Regular gasoline! 


How Will These New Mobil Gasolines 
Be Introduced? With the most powerful 
TV ADVERTISING CAMPAIGN in gas- 
oline history—backed by widespread 
full-page newspaper advertising! Start- 
ing Sept. 25th, the air-waves will be 
literally saturated with Mobil advertis- 
ing featuring the new Megatane Rating 
System. Using the staggering total of 21 
TV NETWORK SHOWS throughout 
1961—running the gamut from West- 
erns, Dramas, Comedies to Sports and 
News shows—in prime evening viewing 
hours . . . every day in the week . . . car 
owners will be directed to their nearest 
Mobil Dealer for details. 
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Little || Squirt 


2 Only 16%” Long 
THE AIR POWERED PUMP | 1%” in Diameter 
AT A HAND PUMP PRICE! 


CHECK THESE 
PROFIT-BUILDING 
FEATURES! 


@ Simple, trouble-free design. Single 
tube construction eliminates impact 
pounding. 

@ Long life construction. Genuine ARO 
quality throughout, including chrome- 
plated steel plunger. 

@ Completely versatile. Handles oils, 
gear oils, kerosene, water, gasoline, 
anti-freeze, brake and transmission 
fluids, solvents and many other fluids 
used in gas stations and garages. 

@ Adjustable delivery. Easily adjusted 
from zero to full flow by mere turn 
of air inlet valve. 

@ Positive displacement. Delivers more 
than % of a pint per cycle. 

@ Universal bung mount. Fits either 
standard %’’ bung inlet or 1%” 
inlet. Handy adapter for 2’’ inlet. 

@ Completely safe. Air operation elimi- 
nates explosion and spark hazards. 

@ Completely efficient. Will operate on 
as little as 15 PSI of air or as much 
as 150 PS! of air. Lowest in air con- 
sumption of any air operated trans- 
fer pump. 


@ If you’ve been wasting time, energy and money by 
hand-pumping oil, anti-freeze, fuel and other liquids from SPECIFICATIONS 
one container to another, stop! Let ARO’s “Little Squirt”’ Illustration above is 4 actual size. Length 


do your pumping. Little Squirt is a miniaturized, air- ie sy 2’ Ibs. Air inlet 14" female 

powered pump that’s quick and easy to use and costs no sumis So” cee NRE eee one 

.P.T.F. quip- 

more than most hand pumps. It pumps up to 7 gallons per ment includes manual flow-control valve 

minute, free flow, and will handle fluids up to 90 weight with connector, air line coupler, Poly- 

1 1 ethylene suction tube, and outlet nozzle. 

gear Ol easily. rey oe gate include wall ai 

. . . . ing bracket, suction pipe and coupling 

See for yourself why Little Squirt pays for itself in record eapeiibiies, pump emeneion. amk-ts 
time! Do away with wasteful hand-pumping and save the ducing bushing. 


difference in working time. See your ARO distributor today! 


THE ARO EQUIPMENT CORPORATION 
AUTOMOTIVE DIVISION 
BRYAN, OHIO 


Aro of California, 3141 S. Grand Ave., Los Angeles 7; Aro Equipment of 
Canada Ltd., Rexdale (Toronto) Ontario. Offices in all principal cities. 
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Charles Reinauer: ‘There’s no 
use letting your competitors know 
what’s going on.’ 





How a Radio Code Can Help You 


Coded messages can make communications between a jobber’s office 
and his drivers more efficient, says a jobber who's tried them 





Here are examples of message 
codes Reinauer suggests be used 
in calls from the office: 


25—Call office on phone. 

26—Use new air filter. 

27—wWhat’s the trouble? 

28—How much oil on truck? 

29—What’s your location? 

30—Stick the tank. 

31—Cellar door open but no one 
is at home. It’s okay to enter. 

32—Return to office. 

33—Has no hot water. 

34—Has no heat. 

35—Is out of oil. 


Suggested codes for drivers to 
use in reporting to office follow: 


45—Burner motor needs repair. 
46—Needs new stack control. 
47—Needs new fuel pump. 
48—Needs new transformer. 
49—Needs new electrodes. 
50—Fuse was blown. 

51—Safety switch was on. 
52—tTrouble was in low-water cutoff. 
53—Nozzle was clogged. 
54—Filter was clogged. 

55—Call completed. 

56—wWhat’s next call? 
57—Returning to office. 
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ee MIGHT THINK you were overhearing 
some talk among spacemen if you heard a con- 
versation going: 

“Jones 5 to Jones base. Signal five-five.” 

“Jones base to Jones 5. Signal two-five.” 

But it would be crystal clear if you were Jones 
Oil Co. and you had set up a business code for use 
in communicating with your trucks by two-way 
radio. 

Charles Reinauer, president of Reinauer Broth- 
ers Oil Co. Inc., Mahwah, N.J., set up just such a 
code when he equipped the fleet of his Tidewater 
gasoline and fuel-oil jobbership with radios. 

Reinauer says he was satisfied from the start that 
his investment in radios would result in faster com- 
munications, but he wanted to be sure that he got 
the most from his investment. 

“We didn’t want everything to become so con- 
versational that it would be unbusinesslike, we 
didn’t want it to take up extra time, and we wanted 
our business operations kept to ourselves—there’s 
no use letting your competitors know what’s going 
on,” he says. 


Reinauer’s Solution 


As a U.S. Air Force veteran and a former com- 
mercial-airline pilot, Reinauer found the use of a 
code a natural solution to the problem. 

“While the use of code was obvious, the choice 





Fuel Oi 


(Begins on page 117) 
of a code wasn’t,” he says. About the only code 
already set up is the mobile-unit code, also known 
as the “10-4 code,” which is limited in its applica- 
tion. 

Reinauer found the best solution was to make 
up his own code, and he’s willing to show other 
jobbers how to set up their private code systems. 


Here’s the Code 


Base the code on numbers, Reinauer suggests, 
since they are more readily understood than single 
letters of the alphabet. 

Use two numbers in your basic code. Two num- 
bers are better understood than a single number. 

Pick numbers that are significant to your com- 
pany. The can be remembered more easily. For 
example, if you are Jones Oil Co., and your main 
office is at 60 Center Street, you could use part of 
your street number, six, as the base of your code. 

Six-oh can be the code for trucks in service, six- 
one could be the code for trucks out of service. 

Adding additional numbers would tell where 
the trucks are located. You could use 1 for the 
driver’s home, 2 for the office, 3 for a customer’s 
home, 4 for a restaurant, for example. Thus: 

Six-oh-three (603) would mean that the truck 
is in service at a customer’s house. 

Six-one-four (614) would mean a truck is out 
of service at a restaurant. 

Identify each truck by a number. The identifica- 
tion can be preceded by the company’s name. “Ad- 
vertise yourself,” says Reinauer. 

For Jones Oil Co. it could be “Jones.” Truck 3 
of the fleet could be identified as “Jones 3.” 

A typical conversation between truck and office 
might go like this: 

Truck (calling office): “Jones 3 to Jones base.” 

Office (acknowledging) : “Jones base to Jones 3.” 


Truck: “Jones 3, signal six-one-one.” (Out of 
service at home). 


Use a code number to let a driver know his code 
message was received and understood. Since six is 
the basic number, six-six could be the “understood” 
signal. Because it repeats itself, this signal can be 
recognized by the driver even if the reception is 
garbled. 

Thus, the final message between the Jones office 
and truck 3 might be: “Jones base to Jones 3. 
Signal six-six” 

Setting up the rest of your code is a matter of 
devising a series of orders and questions to meet 
your own needs. 

Code numbers for messages should preferably 
include two digits for clarity. The number at which 
the message code starts should be higher than those 
used to identify rolling stock. If you have 15 trucks 
and may get five more, start your message code 
numbers at 21, 25, or even 30 so your code won't 
become obsolete when you get additional trucks. 

Assuming the code indicating a customer is out 
of oil is three-five, a conversation between the 
office and a truck in the area might go: 

“Jones base to Jones 5. Signal three-five at 763 
Washington Street.” 

“Jones 5 to Jones base. Signal six-six.” 

An entire transaction can thus be handled in a 
few seconds. 

If the account is a poor credit risk and is on 
COD, you might pass that information to your 
driver this way (after raising the truck: “Signal 
three-five Danny.” (“Danny” could be the code 
word for COD.) 

To tell your burner men what kind of a service 
plan a customer has, Reinauer suggests using 
phonetic letter-symbols such as Able, Baker, and 
Charlie. 

Having used code for a year, Reinauer is so 
pleased with it that he is recommending its use in 
the fleet of another family-owned company, Rein- 
auer Brothers Inc. of Lynhurst, N. J., also a 
Tidewater jobbership. 


This Month's Features for Fuel-Oil Men 


0, what to do in Chicago while attending NOJC meeting 
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fefiners hope for cold weather and more fuel-oil business 
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@ Reduced from $20.50 
@ Valves at the fingertips of your dealers 


The overwhelming success of this new Dill mer- 
chandising package has enabled us to offer a price 
reduction. The package remains complete. . . in- 
cluding 50 snap-in valves in two sizes to fit the 
most common 13’, 14” and 15” wheels. The kit 
also includes a five-color mobile which reminds 
customers and dealers to replace worn valves every 
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time the tire is off the wheel. A Dill Safety Gage is 
also included which shows customers how their 
valves wear and why they should replace them 
periodically. 

Your dealers buy these valves at 36¢ each. They 
sell them for 75¢ to $1.00. Where else can they 
double their money so easily and add to the gross 
profit of a tire sale or repair? 


This is a complete merchandising package. Ask 
your Dill representative for full details. 


MANUFACTURING COMPANY 


700 E. 82nd Street * 


Cleveland 3, Ohio 


Offices in Los Angeles, Akron, and Toronto e Subsidiary of The Eaton Manufacturing Company 
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The man who meets your customers face to 
face ...at the point-of-sale... knows just 
how competitive today’s selling is. To capture 
and hold your share of an increasingly dynamic 
market you must have maximum performance 
from every selling tool. And you need your very 
best effort where it really counts ...at the 
point-of-sale! No promotion you can use is as 
effective as forcefully telling your customers 
where to buy your product! 











THAT’S WHY so many nationally famous brand leaders 
choose Plasti-Line to accurately interpret their trademark 
into soundly-engineered, distinctively-designed, compel- 
lingly-attractive illuminated plastic signs. Plasti-Line has 
pioneered in materials, engineering, illumination, applica- 
tion and installation of brand identification signs as an 
integral part of national and regional advertising programs. 
Plasti-Line is geared to serve regional and national adver- 
tisers—large and small—across America or in any part of 


the fifty states. A NEW TEAM IN POINT-OF-SALE ADVERTISING 


THAT’S WHY a special subsidiary—Trade Marketers— J 

was born. This unique organization offers specialized ex- LINE imc. 

perience and facilities in trademark design and laboratory 

pre-testing ;interpretation and engineering for point-of-sale 

use; survey and analysis of physical requirements; mer- America’s Fastest Growing Sign Manufacturer 

chandising of programs to dealers; production and procure- TRADE MARKETERS INC. 
ment of signs and displays; distribution and warehousing; 

installation and erection; coordination with other national : 

advertising and that all-important follow-through service... ‘ es ; ; 
maintenance, replacement, removal of signs and displays to Service to Point-of-Sale Advertisers Across America 
keep your point-of-sale program up-to-date, attractive and For complete, detailed information on how this new team can 


productive! help you, write Box 5066, Knoxville, Tenn.,or phone 689-6491. 
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Cost Report 


OHC of New Jersey is 
circulating impartial 
study on fuel costs 


AN INDEPENDENT REPORT 
comparing oil, gas, and electric home- 
heat costs in New Jersey is being cir- 
culated by the Oil Heat Council of 
New Jersey to win more accounts for 
oil heat. 

OHC commissioned Engineers Inc. 
at a cost of $2,500 to make an im- 
partial study of home-heating fuels on 
the basis of cost, cleanliness, de- 
pendability, service, and convenience. 
The New Jersey Group is making copies 
of the report available to architects, 
builders, bankers, realtors, and local 
jobbers to send to their oil-heat ac- 
counts. 

The report is an eye-opener on 
fuel costs. Based on the rate sched- 
ules of the gas and electric utilities in 
the state, and relating those charges 
to a standard oil-heated home, it re- 
veals: 

e If the annual oil-heat bill is 
$100 a year, gas heat costs 69% to 
140% more; electric heat is 294% 
to 368% more than oil. 

e If oil heat’s annual bill is $150, 
gas costs 59% to 125% more; elec- 
tric heat 292% to 331% more than 
oil. 

e If oil costs $200 a year, gas 
costs 54% to 114% more; electric 
heat will be 291% to 312% more 
than oil. 

e If oil costs $300 a year, gas 
costs 45% to 104% more; electric 
heat 290% to 312% more than oil. 

e If oil heat costs $400 a year, 
gas costs 40% to 98% more; elec- 
tric heat 280% to 312% more than 
oil. 

e If oil’s bill is $500 a year, gas 
costs 37% to 92% more; electric heat 
273% to 312% more than oil. 

Included in comparative fuel costs 
were efficiencies. Gas and oil burners 
were rated at 75% efficiency, elec- 
tric heat at 100%. 

On initial costs of heating systems, 
the report finds electric heat cheapest 
to install. Gas costs about $250 more 
than electric heat, oil about $400 
more, and coal about $500 more. 
Coal is about as economical to use as 
oil, depending on type of coal used. 
For a house where the oil-heat bill 
is $200 a year, coal would cost from 
$165 (rice) to $217 (stove or nut). 

On service, the report points out 
gas will service the flame but no 
other components of a heating sys- 








| 
| 
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tem. Oil jobbers, charging an average 
of $30, will service the entire system. 

On cleanliness, the report says: 
“When properly installed and main- 
tained, none of the products of com- 
bustion, whether fired by gas, oil, or 
coal find their way into the home 
proper.” Dirt in the home, it adds, 
“may occur independently of the type 
of fuel being used.” 

On reliability of delivery, the book- 


Fuei Oil 


let says little can go wrong with gas 
or electric distribution systems. It 
adds that fuels (coal, oil, and LP-gas) 
delivered by truck also have good 
records “since all reliable dealers are 
equipped with all-weather trucks.” It 
points out that last winter, with its 
heavy snowfalls, “proved fairly con- 
clusively that dealers are able to get 
through for deliveries, despite ad- 
verse weather conditions.” 
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GOOD MARKETING 


is basically 
1 GOOD PRODUCTS 
2 GOOD LOCATIONS 
3 COURTEOUS, WELL-TRAINED PERSON- 


4 MATERIAL & DESIGN AIDS TO ATTRACT 
CUSTOMERS AND ASSIST STAFF 


THE *Mini-Building ISLAND MARKETER 


is today’s definite answer to No. 4. 
Pays for itself in Labor Savings Alone 


Your Colors—12 STANDARD MODELS—Many Sizes. 
Light, Heat, Cash Drawer, Shelving and other options. 


P.O. Box 778, Plattsburgh, New York 
4975 de Sorel, Montreal, Canada 
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BEST BUY FOR 
STATION AIR 


NEW WORTHINGTON 
MONOBLOC x COMPRESSOR 


Based on first costs, on operating costs and on safety, 
too, your best buy for service station air supply is the 
new Worthington MONOBLOC X Compressor. 
Here’s why. 





First, all your money goes toward buying a quality 
motor, quality compressor, controls and tank. You 
don’t waste it on unnecessary belts, belt-guard, sheaves, 
long base and on the labor required to assemble them. 


In installation, the MONOBLOC saves you $30 or 
more in parts and labor because it comes completely 
wired. There’s no starting switch to buy, install and 
wire in. No belt alignment and adjustment. 


Note that the MONOBLOC fits wholly over the 
tank itself with no overhang. This saves valuable 
space, of course. And the whole compressor is more 
stable, better balanced and, because it is lower, easier 
to service, too. 


Safe? Absolutely—there are no exposed rotating 
parts anywhere on the MONOBLOC X Compressor. 


To give you the long operating life with the least 
maintenance, the MONOBLOC is built with the new 
Worthington X Compressor design. The wide-stance 
X-shape virtually eliminates harmful vibration because 
it balances all reciprocating thrusts better. The single 
(instead of two) rotating element helps eliminate vibra- 
tion, too. 


In addition, a silicon-treated filter element removes 
over 99% of the dirt from incoming air—the most 
dangerous source of compressor wear. The tapered 
roller bearings cut friction. Stainless steel valves 
eliminate corrosion no matter where the installation. 


The MONOBLOC X Compressor is available in 
sizes to handle any combination of lift and tool air 
service. For full information, call the Worthington 
Distributor listed in your Yellow Pages. Or write 
Worthington Corporation, Section34-9, Holyoke, Mass.‘ 


WORTHINGTON 
PRODUCTS THAT WORK FOR YOUR PROFIT 





Stations 


Here's Cities’ New Station 


Cities Service's new station in Chicago is an ‘automotive center’ 


with the emphasis on customer appeal and merchandising potential 


T HE hide-a-bay looks as if it’s here to stay. 
Cities Service’s new station in Chicago is 


the latest entry in the list of stations with bays 
in back. The aim is to put strong emphasis on 
the station’s merchandising appeal. 


Cities Service isn’t saying whether its station is 
a prototype for more to come, like Tenneco’s Lake 
Charles, La., and Houston stations (NPN—Aug. 
p109) or DX Sunray’s circular station at Tulsa 
(NPN—Sept. p134; Jan. p90). Like them, though, 
it puts the lube bays in the rear because surveys in- 
dicate customers don’t like to see them when they 
stop for gasoline. 

Regardless of whether the station itself will be 
copied, divisional retail manager Tom McGarry 
says it features a number of “experimental innova- 
tions aimed at determining what motivates the buy- 
ing mood of the public.” 

The salesroom at the front has department store- 
type windows where the bays would normally be. 
The salesroom is separated from the manager’s of- 
fice and is equipped with couches and air-condi- 
tioning so customers can wait for their cars in 
comfort and browse in pleasant surroundings among 
the displays. “We aim, particularly, to please the 
woman customer,” says McGarry. 
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Volume Triples 


Cities’ new station replaces an old one on com- 
pany-owned land at Sheridan Road and Touhy 
Avenue, in a residential and light commercial dis- 
trict. 

It’s a company-operated, 24-hour station. A staff 
of 11 has replaced the dealer and two employes 
who operated the old outlet 15 hours daily. 

Gasoline volume at the old outlet was about 14,- 
000 gals. month. During the formal opening on 
Aug. 4, 5, and 6, the new outlet’s volume was about 
18,000 gals. Its total for that month was 34,000 
gals. and this climbed to 40,000 gals. in Septem- 
ber. 

TBA sales made an even more spectacular leap. 
They averaged about $300 monthly at the old sta- 
tion; between $1,500 and $2,000 at the new. 

To boost sales at the opening, the station offered 
a free bonus of three gallons with every 8-gal. pur- 
chase. The bonus could be taken immediately, or 
in the form of redeemable coupons. 

On top of that, there were eight weekly drawings 
for 35 prizes in a “Big Gallon” sweepstakes. Grand 
prize was an all-expense trip for two to Las Vegas. 

For two days of the three-day opening promo- 
tion, Radio Station WCLM-FM broadcast from a 
mobile studio on the driveway, and customers were 
interviewed by three well-known Chicago radio per- 
sonalities. Continued 





Stations 








(Begins on page 123) 

The new station employs two rather novel mer- 
chandising ideas. One is an “Adbench” at a bus- 
stop on its perimeter. The back of this bench car- 
ries this inscription: “Courtesy of Cities Service— 
Out in front in service, too.” 

The other is a bulletin board in the men’s rest- 
room. On this are posted sales and service remind- 
ers for a virtually captive audience. 


Here’s the Station 


Key physical features are the diamond-configured 
roof and large areas of glass. All interior walls are 
Spectra Glaze blocks. Ceilings are plaster. 

@ Salesroom. This has air-conditioning and 
baseboard heating. The floor is of terra-cotta tile. 
It has modern, interchangeable pole-type shelving, 
removable shelf brackets on the display windows, 
and a rear wall covered with cork for ease in mount- 
ing displays. 
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Lube room (above), located at rear of 
station, is light and spacious, has latest 
types of equipment. Station front (left) 
has display windows like a department 
store’s, is air-conditioned, and is fitted 
>. with couches and other conveniences 


@ Manager’s office. It’s separated from the sales- 
room and so placed that he can view the drives and 
lube room with ease. 

e@ Restrooms. The ladies’ restroom is equipped 
with Formica-top sink and vanity. Both restrooms 
have floors of terra-cotta tile. 

e Lighting. The station has 122 modern light- 
ing fixtures inside and out. Conventional Y-shaped 
lights are used on the islands. 

e@ Lube room. It’s light and spacious, and fea- 
tures overhead lube equipment, chrome-plated lifts, 
air compressor, bronze shelving, tire racks, and 
TBA displays. The five-reel, bronze-plated Alemite 
lube equipment has suction-type oil drains which 
draw directly into an underground tank. 

e Islands. A new type of Bennett pump has, in 
one unit, 5-D premium gasoline at one end, Mile- 
master regular at the other. Oil cabinets and 
credit card imprinter are located in an integral 
unit in the middle. 
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PURE helps jobbers 
build 
a bigger 











nest egg 


PURE’s lease-sublease plan lets you add more retail outlets now at remarkably 
low cost and you are not ‘‘tied up’’ indefinitely. It puts more money in your 
pocket when you’re ready to sell and retire. To get all the facts, just write 
or call our District or Division Manager in your area, or Retail Marketing 
Department, The Pure Oil Company, 200 East Golf Road, Palatine, Illinois. 


PURE believes in jobbers...BE SURE WITH PURE 
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Merchandising 





How Sunray Plans to Advertise 


DX is scheduling a variety of television programs to promote the 


idea that it is looking ahead, offering tomorrow's gasoline today 


D X SUNRAY’S new television-advertising . cam- 
paign is aiming at tomorrow’s market in or- 
der to win today’s. 

The theme: “The company that looks ahead to 
stay ahead.” 

The method: Television commercials on a variety 
of programs and at a variety of times, throughout 
the company’s Midwest and mid-South markets. 

The company departed from its policy of spon- 
soring a regular television series. Sponsorship now 
runs the gamut of weather, sports, public-service, 
and variety programs, for spot and network presen- 
tation. 

The aim: To get the biggest audience possible 
among all types of people and convince them: 

1. That DX scientists are working constantly to 
improve the quality of its fuels for today’s cars and 
tomorrow’s. 

2. That DX engineers are striving to provide the 
best-possible station facilities for fast, pleasant, con- 
venient, and efficient service. 

The campaign has another dual aspect. It tries to 
arouse the viewer’s interest and command his atten- 
tion before trying to sell him. 


How it’s Done 
To do this, DX enlisted Detroit’s aid. 


It persuaded Chrysler and Ford to lift the veil on 
their closely-guarded test tracks long enough for 
films to be made of their experimental cars in action. 


The first halves of the television commercials are 


devoted to the development and performance of 
these futuristic cars. 

Having thus whetted the viewers’ appetite, DX 
then has nationally-known narrators explain that 
DX is just as active in research, and is successfully 
staying abreast of developments in Detroit. 

“As I speak to you now,” one commercial goes, 
“DX scientists are planning the Boron gasoline of 
tomorrow, just as they developed today’s DX Bo- 
ron. Boron—the gasoline that missile-powers your 
car.” 

At this stage the viewer is shown DX Sunray’s 
Circle station in Tulsa (NPN—Sept. p 134). 

“Today’s cars . . . tomorrow’s cars — nobody 
cares for your car like DX,” a voice concludes. 


The Work Behind 


DX retained one of the nation’s leading adver- 
tising counselors to make an independent survey to 
determine which television programs in the Midwest 
have the largest following. 

On top of that, it made a thorough study of the 
present and potential business of all its service sta- 
tions, distributors, and bulk plants. 

Coupled with data on competition, economic fac- 
tors, and population trends in each market, this in- 
formation was keyed on IBM cards for push-button 
reckoning. 

In this way, DX determined where its advertising 
dollars were most likely to get the best results. 


(Continued on next page) 





Merchandising Memos... 





_ Union Oil Co. of Calif. has issued 
a new edition of its boating guide, 
covering the Seattle-Puget Sound, 
San Francisco, Los Angeles, and 
San Diego areas. The guide con- 
tains maps of harbors showing 
launching, mooring, and service 
areas — and the locations where 
Union Oil products can be ob- 
tained. 


®DX Sunray Oil Co. wooed farm- 
ers with a radio series in which the 
leaders of the country’s four top 
farm organizations were  inter- 
viewed. 





Humble Oil and Refining Co. 
is underwriting a 15-part Shake- 
spearean series to be presented by 
the National Educational Television 
and Radio Center network. Hum- 
ble’s parent company, Standard Oil 
Co. (N.J.), sponsored the series 
when it was presented on com- 
mercial television in New York 
and Washington, D.C. 


Sun Oil Co. discloses it has been 
experimenting with quart-size foil 
cans, originally developed by the 
Anaconda. Aluminum Co. for 
frozen orange juice. 


Texaco is using television com- 
mercials to demonstrate the power 
of its Sky Chief Su-preme gasoline. 
A few drops of Sky Chief are 
placed in one jar, and a few drops 
of brand “X” in another. When 
both are fired simultaneously, the 
cap on the Sky Chief jar shoots 
higher and faster in the resulting 
explosion. 


Sinclair Oil Co.’s latest direct- 
mail campaign invites consumers to 
“be our guest for a free gallon of 
Sinclair Dino gasoline.” With the 
offer goes a credit-card application. 
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The first phase of its program was Ps @@ John has had “3 . : 
laanched July 4 and wil continue until fg paper pap installed 7, ‘MS Seccess to having Riperpanys co 
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nes D. Breitweiser, Sunray’s 47- he on his fuel oil truck > pp Pas 
year-old president, describes it thus: 
“This is another step in a continuing 
effort to present an image of a for- 
ward-looking company which is not 
only engaged in a never-ending quest 
to provide its customers with superior 
products today, but is also developing 
fuels to meet the requirements of to- 
morrow’s automobiles today.” 

DX Sunray’s campaign also points 
up the increasingly important role 
being played in oil industry advertising 
by research—both technical research 
and market research. 

It shows that oil companies are be- 
coming more and more prone to con- 
duct exhaustive market and media re- 
seach before deciding where to spend 
their advertising dollar (NPN—Aug. 
p 101). 

It shows that marketers have seen 
the value of publicizing research efforts 
aimed at product improvement & 
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Oil Increases Use 
of TV Advertising 


OIL COMPANIES are making record 


‘rong ppet or nen * | SOFVICE Will be better, profits will rise 








A survey of 77 major U.S. markets 
made by Broadcast Advertisers Re- - 
pos shows that 2c comnanes | WITH ROPER PUMPS on your trucks! 
sponsoring sports, news and weather ? 


programs on television. 


Major users of this medium include With Roper tank truck pumps you will get better delivery service 
Atlantic Refining Co., Humble Oil & 


: Re because the flow is smooth, even, without pulsation, regardless of changes 
Refining Co., Phillips Petroleum Co., way ‘ ; pg : 
American Oil Co. Continental Oil in discharge pressure or viscosity. Built-in face plate relief valve adjusts 
Co., Sinclair Refining Co., Sun Oil over 20-100 psi range, allowing stoppage of flow without halting pump. 
Co., Gulf Oil Co. and Texaco. Roper tank truck pumps are easily mounted in any position and will 

In network news programs, Texaco operate efficiently in either direction. You can’t beat the service you’ll 

is continuing sponsorship of the get from Roper pumps, and they pay off in profits. 
Huntley-Brinkley Report and Gulf its 
“instant” news specials, both on NBC, 
and Sun its late evening news pro- 
grams on ABC. 

Atlantic uses local weather pro- 
grams in more than 40 markets (NPN , . 
—Oct. p133); Humble is a major BEARINGS: High-lead bronze bearings are 
sponsor of news throughout its multi- aterm cc 
market area; Phillips sponsors news, 
weather, and sports in more than 100 SHAFTS: Precision- ground steel shafts are 
markets; Sun, in addition to its net- induction-hardened for years of service. 
work news, sponsors local news, 
weather and sports in about 20 
markets. 

Continental is now in 50 markets 


ith ’ ther, and ts, and 
visocpaniitcneroaoie | frtOlad aqme Dependable Pumps 
20 markets within a few months. Sin- since 1857 
clair recently signed for local news, HYDRAULICS, INC. COMMERCE, GEORGIA 


sports and weather broadcasts in 60 
markets. EE 
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GEARS: Helical-type, hardened alloy gears 
run vibration free. 











API Booklets Urge Oil Changes 


Two promotional pieces back up oil-change 
recommendations with concrete examples 


THE MOTOR-OIL STUDY PANEL 
of American Petroleum Institute’s lu- 
brication commitee is releasing two 
promotional pieces in its program to 
encourage use of its recommended 
oil-drain intervals. They are: 

e The story of how the City of 
Long Beach, Calif., saved $300 per 
year on its municipally owned cars by 
changing oil every 1,000 miles. 

e A depth interview survey of a 
cross-section of motorists on the East 
and West Coasts. 

The Long Beach story tells how 
engine-repair costs for the city’s fleet 
of about 200 police cars, 300 pickup 
trucks, sedans for municipal use, and 
other types of motor vehicles were 
skyrocketing. The city called in Vern 
W. Cheuvront, auto-maintenance ex- 
pert, who cut the oil-drain interval 
from an average of 3,000 miles to 
1,000, with a filter change every 2,000 
miles. 

Intervals between engine overhauls 


jumped—from complete rebuilding 
jobs every seven or eight months for 
police cars to a single major overhaul 
during the 30 to 36 months of the car’s 
useful life. 

Cost of the more-frequent oil change 
was $12 to $16 more per car annually. 
Repair bills were cut by an average 
of $300 per car. 

The survey made last year by Jones, 
Brakeley & Rockwell, public relations 
counsel for the motor-oil study panel, 
covered about 130 motorists in Los 
Angeles, San Francisco, Seattle, New 
York, and the Carolinas. Each inter- 
view required about half an hour. It 
showed older people generally had 
newer cars, were more aware of their 
value and more conscientious about 
caring for them. Younger people 
tended to be either extremely careful 
or very careless about their cars. 

Of the motorists surveyed, 62% 
said they changed oil every 2,000 
miles or less. 





Lubrication Memos . 





The average motor-oil drain 
period followed by some Mobil 
customers is close to the oil in- 
dustry’s recommendation, if a sur- 
vey made at Mobil training stations 
is indicative. 

Of 590 samples of used oil sent 
in by Mobil training stations in 
various geographical locations, 59 
have been analyzed and the mileage 
checked. The average drain period 
of the 59 was 2,035 miles, with 
80% of the samples falling be- 
tween 1,000 and 3,000 miles. 
About 10% were above and below 
this mileage bracket. 


European automobile manufac- 
turers are making progress on 
“greaseless” cars, according to The 
American Automobile, McGraw- 
Hill publication. Newest is the Ren- 
ault 4R. Makers claim it needs no 
chassis lubrication, has a sealed 
cooling system, and needs an oil 
change every 3,000 miles. 


>American Petroleum Institute is 
aiming an advertising campaign at 
“younger” (18-48 year old) drivers, 
attempting to convince them that 
automobiles need lubrication and 
oil changes more often than many 
car makers recommend. API says 
older drivers are more likely to 
insist on frequent oil changes. 


Petroleum greases may have a 
new competitor for the permanent 
car lubricant market. Dow Corning 
has developed a new line of heat, 
cold, and oxidation-resistant mate- 
rials called fluorosilicones. Their 
lubricating qualities approach those 
of petroleum products, Dow says. 

These new semi-inorganic fluids, 
greases and compounds have excep- 
tonal resistance to solvents, fuels, 
and chemicals, according to Dow. 
They are being produced in pilot- 
plant quantities. Introductory prices 
range from $35 to $46 Ib. for the 
lubricants. 
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If you can describe the job you want a truck to do, 
White can build the truck to do it 


Jot down your job requirements. 
We'll send the answers back to you 
packed into your WHITE. 

Because for each of your special 
needs there’s a WHITE component 
that fills the bill. For example, if it’s 
weightsaving you want, we'll work 


with you to develop the exact chassis 
to carry the maximum product load. 

Your WHITE doesn’t even begin 
‘being built” until you point out the 
job you want it to do. (It’s no mass- 
produced, assembly-line vehicle 
already sitting in our yard, waiting to 


“come close’’ to your specifications. ) 

It’s stamped yours by WHITE—the 
company that stays close to its cus- 
tomers. And listens when they speak. 


THE WHITE Motor COMPANY 
CLEVELAND 1, OHIO 


Braeches, distributors, dealers in all principal cities 


WORLD LEADER IN HEAVY DUTY TRUCKS 


WHITE TRUCKS 
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PACKAGING PROBLEMS? TURN CROWN LOOSE ON THEM! 


Crown really has what it takes to solve TBA packaging problems! For one thing, Crown has 
complete lines of the finest quality Open-Top, Cone-Top, F-Style, and Aerosol cans. Further 
Crown advantages are showcase lithography, stacking and pouring features, plus an efficient 
new service department stressing quality every step of the way. Let Crown service all your 
can needs for profitable, fast-moving TBA items. Call on Crown. 


cans « crowns * closures « machinery 
CROWN CORK & SEAL CO., INC. 


9300 Ashton Rd., Philadelphia 36, Pa. 
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(Begins on page 93) 
the suppliers. I’m just jealous of them, that they 
can build stations and I can’t.” 

Says a major man, “In some companies there 
has been a trend toward direct marketing, includ- 
ing some companies with strong jobber distribution. 
This is no secret. The object is greater control over 
marketing operations, since marketing is so impor- 
tant now. This in no way discredits the jobber or 
downgrades his value to the company.” This execu- 
tive reports that in 1950, his marketing department 
got figures together and asked management for 
$50-million for direct-marketing expansion over 
the next five years. This move was for “self-protec- 
tion.” Along with the planned expansion, the com- 
pany was to add jobbers. At the end of 1955 the 
company had spent $65-million and had more job- 
bers. An even larger expenditure was budgeted for 
further increases over the next five years. The com- 
pany is still adding jobbers, but it now has a strong 
direct marketing operation. “We're more secure 
this way than depending entirely on jobbers,” says 
the executive. “Today there’s just to much com- 
petition for good jobbers, and we can’t take 
chances.” 

With all this, competition for jobbers is brisk 
today and promises to be brisker tomorrow. In 
some areas, the cream of the crop is being skimmed 
off by purchases, but the bidding is still hot and 
heavy. 

Too much so, some jobbers believe. They feel 
suppliers’ hunger for gallonage leads some to be 
less selective than they should be. “They don’t 
evaluate jobbers in terms of the type of quality 
job a jobber should be doing,” says E. K. Bennett, 
Longview, Tex., jobber and president of National 
Oil Jobbers Council. “Suppliers are still plagued 
with the idea of getting rid of gallonage.” 

A supplier executive says personal contacts 
between suppliers and jobbers don’t validate the 
squeeze-out charges. “They are more cordial than 
ever, in general,” he says. “If you don’t think so, 
watch the suppliers entertaining their jobbers at 
marketing meetings. They go all out.” 

Sometimes a jobber’s very success makes him a 
threat to his supplier, a jobber observes. “Before 
making a deal, the jobber and supplier should dis- 
cuss how large the jobber can become. It protects 
the supplier and is fair to the jobber. It prevents 
the supplier from building a Frankenstein’s mon- 
ster.” The maximum figure is probably upwards 
of 5-million gal., says the jobber, but this depends 
on the territory. In Chicago, 5-million gal. is a 
drop; in Wyoming, it’s a sizeable amount. 

Another jobber says that in 26 years he’s been 
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~ in business, the pendulum has been swinging from 


direct operation to jobber operations. “It’s still 
swinging and hasn’t hit the extreme yet,” he says. 

Jobber buy-outs by majors are beginning to 
worry secondary suppliers, on the other hand. Each 
buyout, they point out, shrinks their potential 
market. This could lead to secondary suppliers (1) 
buying out jobbers themselves to get control of 
gallons, or (2) bankrolling some of their jobber 
accounts in buyouts. The last method is a bit risky, 
since it ties the jobber to secondary supplier only 
as long as the jobber is committed to repay 
the loan. 

Can jobbers really market as efficiently as majors? 
Jobbers habitually say so, but majors don’t all 
agree. Says a high official of a “jobber” company, 
“There isn’t a major company that can’t beat out a 
jobber operation if they really want to. All things 
equal, the jobber can win—but when are things 
ever equal?” Says an executive of a national major, 
“There’s no economic advantage in serving an area 
through a jobber. We could do it more cheaply. 
But we’ll continue to use them to save on capital 
investment in certain types of markets.” 


Another man in the same company disagrees. A 
major is very efficient for a big company, he says, 
but no big company can compare in efficiency, or 
smart use of the operating dollar, with a small com- 
pany. “Small businessmen profit by the ineffi- 
ciency and slow movement of a big company.” 


Is the jobber’s independence threatened? Many 
jobbers feel independence has already been lost by 
those jobbers who are now dependent on their 
suppliers through direct financial obligation, lease- 
back arrangements, or other “tying” deals. While 
some jobbers are bitter about this, others believe 
that complete independence is a prerogative that 
will have to be sacrificed to gain growth and se- 
curity in the future. 

What’s ahead for jobber margins? While many 
jobbers insist they need wider margins, there’s not 
much likelihood of getting them, say most sup- 
plier officials. One reason: most majors are under- 
going belt-tightening in many areas of their mar- 
keting operations; there’s no “extra” for jobbers. 
Another reason: the long-prevailing feeling—shared 
by some jobbers—that many jobbers would give 
away margin increases in price cuts. “Too big a 
margin and the jobber will put himself out of busi- 
ness,” says a Mobil Oil man. 

Fuel-oil margins, of course, are seldom a cause 
of complaint. Heating oil has traditionally carried 
a good margin, as high as 4¢ or even 6¢ gal. 

“The actual margin figure is not the most im- 
portant thing,” says a jobber. “You have to relate 
margin to operating costs. I know I can operate 
my company cheaper than they can; it just de- 
pends what the hell a jobber does with his margin.” 

That puts the jobber’s future in a nutshell. . 





DV Ar On on =H @ Announces 


24 HOUR SERVICE... 


Ray Long, President of VAREC, has personally 
instituted new procedures which will guarantee ship- 
ment of VAREC’s new improved 2500-B Series tank 
gauges to customers within twenty-four hours of 
receipt of order.* 


To accomplish this unprecedented service to VAREC 
customers, Long has established a Central Stock, 
which is under the control of sales and independent 
of production. From Central Stock in Los Angeles, 
quantities of standard 2500-B Series tank gauges will 
be allocated to key VAREC warehouses in San 
Francisco, Houston, Chicago, and New York City. 


No longer will tank builders and other purchasers 

RAY V. LONG have to plan weeks and months ahead to ensure 
President, Varec, Inc. receipt of equipment at the precise time when it is 
needed. If you can use standard equipment, you can 

call your order today and have it shipped tomorrow. 


*Effective December 1, 1961 on standard 2500-B Series tank gauges. 
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2500-B TANK FLOAT 
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(A) “AT GRADE” OR “TANK TOP” INSTALLATION 


The new advanced VAREC Model 2500-B Series tank gauge mounts either at the 
bottom of the tank as a conventional ground reader, with piping coming in from 
the top of the gauge head, or at the top of the tank with piping coming in from the 
bottom...without requiring modification or even attitude change of the tank gauge. 


(B) NEW “A-FRAME” MOUNTING 


A new “A-frame” bracket firmly supports the gauge head apart from the tank in 
conventional “‘at grade”’ mounting as a ground reader...eliminates possibility of 
measurement error due to vertical shift and allows the option of “front reading” 
or “side reading” positioning. 


(C) OIL-FILLED HEAD AND COUNTER ASSEMBLY 


Another standard in the ‘dual option” design permits the independent filling of 
the gauge head and the counter assembly for those applications where continuous 
lubrication or protection from corrosive elements is desired. 


(D) NEW CIRCULAR STAINLESS STEEL FLOAT AS STANDARD 


New circular type foam glass float, completely jacketed with type 316 stainless 
steel, offers “dual option” for use in all fixed or floating roof tanks...stainless 
steel jacket resists “pinholing”—foam glass insures against sinking. 


PLUS THESE ADVANTAGES 

= New improved Visadial readout... easiest-to-read dial permits accurate 
“at-glance” readings to 1/16th of an inch. 

= New simplified design with fewer parts and improved materials offers greater 
over-all gauge reliability and longer life...permits assembly by unskilled labor. 
@ New “harness-hitch” connects float in a jiffy...tape and neg’ator motor may 
be attached to their drums without use of tools. 

= VAREC supplies a package gauge, that is everything supplied complete, except 
the long horizontal-vertical runs of pipe and union. 


For twenty-four hour delivery of the new Model 2500-B tank gauge, contact your 
— oy sales office. For more information, write for Bulletin CP-3301. Dept. 
1700-1, 


VISADIAL 


2500-B TANK GAUGE 2500-B TOP READING 
INSTALLATION 





THE HEART OF EVERY HOME FUEL OIL 





Choice of horizontal or 
vertical 2” suction and 

discharge ports simplifies 

piping and installation. 


Cover plates give ready 
access to pump interior 
for inspection purposes 
without disturbing piping. 


Rugged, durable, cast 

iron construction means 
long life under the toughest 
operating conditions. 


Impeller and diffuser 
design eliminates 
metal-to-metal contact, 
resulting in long service life. 


Mounting pads spaced for 
5'2" or 6” saddle without 
the use of adapters or 
“trick mounts.” 


DELIVERY TRUCK IS THE PUMP! 





Discharge rates 
30 to 120 g.p.m. 


Rotation can be either 
clockwise or 
counterclockwise at input 
shaft, as required. 


“Remite” self-lubricating- 
seal ends shaft leakage 
and customer complaints. 


Heavy-duty gear box with 
helical-cyut ductile-iron 
gears running ina 

bath _6f oil. 


Gear boxes supplied in 

6 o'clock position but can 
be quickly rotated to 3 or 
9 o'clock position in the 
field if required. 


W! The new*MARLOW UNIVERSAL 
0 ® truck pump for home fuel oil delivery 


This fine new unit represents one of the greatest advances in 
truck pumps since Marlow introduced the speed increaser 
self-priming centrifugal truck pump to the Petroleum Indus- 
try in March of 1949. There’s no metal-to-metal contact or 
close clearances in this pump; that’s why it maintains full 
capacity throughout the entire life of the unit. And—you'll 
appreciate tie unit’s leak-proof “Remite” seal that makes 
messy driveways and customer complaints a thing of the past. 
Here’s a pump that will make it possible for you to realize full 
utilization of your tank truck investment. Why not write 
Marlow today for complete information on these new truck 
pumps and the name of your nearest Marlow dealer. 


134 


® 
MARLOW PUMPS 


DIVISION OF BELL & GOSSETT COMPANY 
MIDLAND PARK, NEW JERSEY 
Morton Grove, Illinois * Longview, Texas 


Marlow Pumps are available in Canada through 
Pumps & Softeners Limited. 
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Under U. S. Rubber’s Tire Mart plan, dealers can lease outdoor racks at $8.50 per month 


Competitors Can Teach You to Sell 


Oil marketers can learn a lot of new 


merchandising techniques from nonautomotive 


competitors like supermarkets and discount stores 


ERVICE STATIONS have lost significant business 

to nonautomotive competitors, but they can 
gain something from these competitors, too—new 
ways of doing business. 


That’s what Fred R. Bates, manager, petroleum 
sales department, U. S. Rubber Co., told the East- 
ern Oil Industry TBA convention at Pocono 
Manor, Pa. 

“For years the emphasis has been on cleaning 
up the station, giving courteous, prompt service, 
carrying adequate stocks, maintaining accounts, 
and asking for the order. Millions of dollars have 
been spent in getting the dealer to do those things 
well,” said Bates. 

“I suggest that perhaps our problem is more 
basic,” said Bates. “I think we might all benefit by 
taking a closer look at other industries to see what 
techniques, practices, methods, and strategies they 
have developed that might be applied to our busi- 
ness. 


What U. S. Rubber Does 


“In our company we have attempted to do just 
that in our Tire Mart program. The various ele- 
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ments of the program have been used at one time 
or another by many oil companies and suppliers, 
but we think this is the first time it’s all been put 
together in a single package.” 

The Tire Mart plan involves leasing outdoor 
tire racks to dealers at $8.50 per month, stocking 
the racks with a complete tire inventory, giving 
the dealer up to 36 months to pay for the original 
inventory; and offering continuous sales help in 
the form of weekly visits by a TBA merchandising 
specialist. 

Features borrowed from other merchandisers: 


e@ The plan for leasing the display racks. This 
was prompted by the success of business-machine- 
leasing programs. 

e@ The practice of having an established price 
marked on the tire, then crossing it out and sub- 
stituting a lower “sale” price. This has proved very 
successful at discount houses. 

@ The payment provisions, which give dealers 
a chance to select their own merchandise payment 
plans, with terms up to 36 months. This is a wide- 
spread practice among appliance dealers. 

(Continued on next page) 
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(Begins on page 135) 


@ The use of attractive mass displays of prod- 
ucts at the point of sale to capitalize on the im- 
pulse factor. Supermarkets have long used such 
displays. 

“We don’t believe we’ve begun to scratch the 
surface with the Tire Mart program,” Bates said, 
“but we believe we’re going in the right direction. 
Perhaps we should be thinking of even more basic 
changes.” 


What's Next 


“I wonder whether the oil industry might bene- 
fit from going through a marketing ‘revolution’ 
similar to that we've all witnessed in the food 
industry,” Bates said. “Today as we all know, 
there are fewer retail outlets than existed even 15 
years ago, but in total they do a much greater 
volume of business.” 

If the oil industry moved in the same direction, 
it would be possible to eliminate 25% to 50% of 
the more marginal service stations in favor of super 
stations, Bates said. He mentioned the success of 
nonautomotive competitors that have doubled their 
shares of the TBA market, especially the automo- 
tive service centers attached to Sears-Roebuck 
stores. 


“Why shouldn’t oil companies set up similar 
automotive centers?” Bates asked. It certainly 
seems more logical from a consumer’s point of 
view that he buy his petroleum products, fulfill his 
TBA needs, and have his car serviced at the outlets 
of companies like yours whose whole business is 
built around the automobile. 

“Isn’t it reasonable to expect that an oil com- 
pany might be more successful in building a reputa- 
tion for expertness in automotive service and re- 
pair than a chain store?” 

Many advantages could flow from automotive 
service centers, Bates said. Marginal dealers might 
even benefit by being able to have their customers’ 
cars serviced at a company service center. “Today 
you encourage customers of those dealers to go 
to Sears, Wards, or food-chain and department- 
store service centers because you do not have the 
facilities to provide the same kind of service,” 
Bates said. 

Answering the objection that motorists are so 
conditioned to trading at nearby stations that they 
won’t drive across town to an oil-company service 
center, Bates said: “Your customers now go to 
Sears and other service centers to buy TBA and 
avail themselves of the services offered.” 

“If they will do it to trade with companies whose 
prime business is nonautomotive,” Bates asks, 
“then why wouldn’t they do it for oil-company 
outlets?” 


Multiple Gains 


Consolidation of station outlets plus strategical- 
ly-located service centers offers a string of advan- 
tages, said Bates. Dealers operating larger stations 
can do many things to expand their business. They 
can: 


e@ Carry truly adequate inventories. 


e@ Use mass displays and other merchandising 
and promotional techniques. 


e@ Offer more complete automotive service. 


e Increase the number and competence of their 
help. 

With better opportunities to offer prospective 
dealers, oil companies could also attract more 
capable men and start reducing the turnover rate, 
Bates pointed out. Much of the money now spent 
trying to keep marginal dealers in business could 
be saved, and field sales people could spend more 
time working with those dealers who have the 
greatest sales-building potential. 

And important savings in distribution would 
result, said Bates. Suppliers could make more 
direct-factory shipments. Handling costs would be 
less. 


“TI believe success in the sixties will come to those 
who are willing to break the ties with the past, 
work out new and different programs that are 
soundly conceived and effectively implemented,” 
Bates said. 

“Success will go to those who create their own 
competitive advantages. ‘Plan today for tomorrow’ 
has never been more timely than right now.” _ 
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Du Pont’s multifunctional additive, DMA-4, 
cleans carburetors and keeps them clean 


Carburetor detergency is a striking example of the performance 
values you can add to gasolines with Du Pont DMA-4. 

The carburetor throat liner you see above illustrates how this 
additive cleans up power-robbing deposits. 

On the left, the liner is coated with residue after exposure to 
an untreated premium gasoline, under severe test conditions. 
On the right is the same liner after only two hours additional 
operation under normal operating conditions using the same 
gasoline treated with DMA-4 at a concentration of 10 pounds 
per thousand barrels. 

Results of other tests have demonstrated that six pounds of 


DMA-4 per 1,000 barrels of gasoline will prevent deposit, 


accumulations even under the severe conditions utilized to 
develop the “before” build-up shown above. 

The “clean—keep clean” detergency action of DMA-4 is, 
however, only one of the performance values offered by this 
Du Pont additive. DMA-4 also offers: 


@ Anti-stalling properties, DMA-4 sets up a protective film 
that makes throttle plates and other internal surfaces water 


repellent, thus preventing stalling due to ice formation on 
cool, damp days. 


Rust prevention. The protective film also protects metal sur- 
faces (engine parts as well as pipelines and storage tanks) 
from corrosion. 


Phosphorus credit. DMA-4 contains phosphorus compounds 
of the type helpful in suppressing surface ignition and spark 
plug fouling caused by combustion chamber deposits. The 
concentration of other phosphorus additives can, therefore, 
be reduced proportionately to obtain minimum treating costs. 


Descriptive Bulletin Available 


A product bulletin describing DMA-4 is available. To obtain 
your copy, and to find out how DMA-4 may add new perform- 
ance and sales values to your gasolines, contact your Du Pont 
Petroleum Chemicals Division representative. E. I. du Pont de 
Nemours & Co. (Inc.), Petroleum Chemicals Division, Wilming- 
ton 98, Delaware. 


Antiknocks and other Petroleum Additives 


Better Things for Better Living . .. Through Chemistry Ol DONT 
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Talking TBA 


Sohio adds new brake- 
shoe line . . . First 
antismog certificate 





STANDARD OF OHIO is the second 
oil company who’s added brake shoes 
to its TBA line. Tidewater’s western 
division has been 
selling a line of 
brake shoes since 
last spring (NPN 
—May, p120). 
Those two events 
could very well 
be the first steps 
in a trend of 
great significance 
to the oil indus- 
try. It may seem 
like a simple thing 
for an oil com- 
pany to offer a new product for sale, 
but for many years the tendency has 
been to do just the opposite. 

Among the buy-and-sell companies, 
the cry has always been that a full 
TBA inventory is already too large 


By 
Frank C. Sturtevant 


for many dealers to stock. They have 
looked for ways to simplify the line, 
rather than add to it. Much the same 
attitude has prevailed with the rubber 
companies who act as suppliers on 
oil-company commission plans. 

Now the increasing interest of oil 
companies to help dealers build a 
profitable volume of minor repair 
work is having its logical result. 
They’re looking for opportunities to 
supply the parts the dealers use in 
making minor repairs. 

Standard of Ohio’s new brake-shoe 
line is being sold under the Atlas 
brand. That points up the probability 
that other oil companies handling the 
Atlas brand will eventually go into 
the brake-shoe business, too. And its 
only a short step from brake shoes 
to a complete line of brake parts. 


>The California State Motor Vehicle 
Pollution Control Board issued its first 
certificate of approval recently. But 
instead of an antismog muffler or 
other exhaust-control device, the initial 
certificate specifically covers AC Spark 
Plug’s crankcase vapor-recovery sys- 
tem, already being built into most 
California-bound new cars. 

Thus the Board’s action has no 


present effect. Later on, when the 
Board approves a second such device 
by a different manufacturer, it will 
become mandatory within three years 
on all cars in the state. 

Exhaust controls aren’t doing so 
well. The Board doesn’t expect to ap- 
prove any “until next year.” 


©The Canadian Restrictive Practices 
Commission held public hearings re- 
cently on charges of illegal restraints 
on TBA sales to service stations. 
Among the highlights were: 

e An assertion that motorists pay 
10¢ more for TBA bought at service 
stations, made by Kenneth Langdon, 
executive secretary of Ontario Gaso- 
line and Automotive Service Assn. 

e A statement by J. Flavell Barrett, 
counsel for Imperial, that about 30% 
of Imperial dealers don’t handle the 
Atlas TBA line. 

e A somewhat startling claim by 
Barrett that Imperial has a waiting 
list of individuals eager to become its 
lessee dealers. 


Westinghouse predicts eventual 
adoption of two-filament bulbs for 
stop and rear-directional lights so the 
signals would be brighter in daylight. 











Saves weight and space on your truck 
Will not “rattle” open 

Features split wedge gate for tight closure 
Right or left-hand operation 


Open or closed, the gate of this 
new Philadelphia valve is locked 
positively in position by the spring- 
loaded operating lever. It will stay 
shut even on the roughest road... 
and stay all the way open when 
you are unloading product. 
Equipped with a split wedge 
gate to insure tight seating, this 
new valve is designed to stand up 


under tough operating conditions. 
Yet it is lighter and more compact 
than any competitive valve on the 
market—split wedge or solid. Thus 
it saves both weight and space— 
and for every pound of equipment 
you can cut from your over-the- 
road transporter, you can add a 
pound of product. 

Available in 3 and 4-in. sizes, 
right or left-hand, all-bronze con- 
struction or aluminum with bronze 
trim. Write for complete informa- 
tion and dimensional data. 





From 


NEW PHILADELPHIA HANDY GATE VALVE 





P.V. Face 


20-60% 
Lighter... 
Compare ! 


PHILADELPHIA 
VALVE COM PANY ARAMINGO AVE. AND EAST TIOGA ST., PHILADELPHIA 34, PA. 


Northeastern Petroleum Service & Supply, Inc., 37 Brookley Road, J i i ith- 
DISTRIBUTORS Corp., 3751 North Harlem Ave., Chicago 34, Ill. © Oil Marketing Equipment oom any, ton fopment ree rep 
St., San Francisco 5, Calif. « Howard Supply Company, 5125 Santa Fe Ave., Los ngeles 11, Calif. 


Competitive Valves 


20 Ib. 
40 Ib. 


Bronze 


16 Ib. 
27 Ib. 


to Face Alum. 


10 Ib. 
14 Ib. 





3% in. 
4% nm. 
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SHE’S DESIGNED FOR SHE'S A TRIM ONE ALRIGHT... 

TOMORROW'S STANDARDS. . . MEASURES ONLY 3% INCHES THIN. 

3, 4 OR 5 LAMPS CONVERGE 

UP FRONT FOR MORE 

CONCENTRATED LIGHT 

OUTPUT, SOCKETS ARE ‘i 

SPRING TYPE GLAZED _..,..00% a. 4 * AMAZING! ... HER BALLAST 

PORCELAIN. : a | = a OPERATING TEMPERATURES 
| << OVE ARE ONLY 50 to 70°C. 

TESTS BY G.E. INDICATE 

THAT THIS MEANS 

BALLAST LIFE IS MORE 

THAN DOUBLED! 


THIS GASKETING OF FOAM 
POLYURETHANE PLASTIC 
INSURES HER OF i 
COMPLETELY BEING °° 
WEATHERPROOF. 





TERRIFIC! .. . HER BALLASTS 
ARE MOUNTED WITH TWO 
RADIATING SURFACES IN 
CONTACT WITH HOUSING 
TO DISSIPATE HEAT TO 
EXTERIOR FOR LONGER °° 
BALLAST LIFE. 











THESE ALUMINUM FRAMES, WATER CLEAR 
LUCITE LENSES, ALUMINUM HINGES AND 
SURE LOCK THUMBSCREW CATCHES MAKE 
HER COMPLETELY WEATHERPROOF, EASY 
TO CLEAN AND RELAMP. 


WHAT A POST ADAPTER!... 

VERTICAL OR HORIZONTAL 

MOUNTING TWIN OR SINGLE, 

WIRES ARE EASILY PULLED AND CONNECTED 
THROUGH THIS LARGE WIRING BOX. 


AFTER THOROUGH AND EXTENSIVE EXAMINATION 
OF THE COBRA’S MECHANICAL FEATURES 
colleagues and I find them to be excelled only by the Cobra’s 
functional exterior design and eye (or customer) appeal. 
*T. M. REG. 


ASSOCIATE MEMBER 
Atti - 


WRITE WHITEWAY FOR COMPLETE INFORMATION, DISTRIBUTORS IN EVERY MAJOR CITY 


MANUFACTURING CO. 
1738 Dreman Ave. Cincinnati 23, Onio 
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Oval shape of the tanks gives the trailers a low profile (maximum height: 111-in.) and a low center of gravity to 
increase road safety. The paint job emphasizes Humble’s claim to be the nation’s leading energy company 


: - UMBLE OIL is taking advantage of new rules 

_ New aluminum tank trailers permitting heavier equipment on Texas high- 
with 4-in. lines, ways than ever before. It has a new 8,000-gal. 

aluminum tank trailer tailored to the new law. 

fittings, and hose To get the fullest possible value from the big 

new trailers, Humble has equipped them with 4-in. 

handle more product valves and 4-in. hoses, of a new lightweight, flexible 

: type. 

than old rig, Three of the new units have been added to 

Humble’s Houston delivery fleet in the past 12 

but cost no more to run months. A fourth is being built and will be assigned 

to Baytown. All are used for delivering gasoline 
to underground storage tanks at service stations. 


How It Looks 


The new transports have oval-shaped tanks with 
lower-than-usual profiles. The maximum height is 
111 in., which gives a low center of gravity. The 
low center of gravity reduces the truck’s tendency 
to roll-over, and improves the safety factor. 

There’s another gain in safety just from the 
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larger size. Fewer trips are needed, because of the 
greater carrying capacity. 
This means less product handling and driving. 


How It Works 


Humble uses 4-in. piping on the new trailers, 
and has equipped them with new flexible 4-in. hose 
that weighs about half as much as standard 4-in. 
hose. Several manufacturers now offer 4-in. truck 
hose that weighs about 2.5 lb. to 2.8 Ib. per ft. 
Among the brands available are Republic, Hewitt- 
Robins, Acme-Hamilton and B. F. Goodrich. So 
far Humble has reached no decision on which 
hose works out best in service. 

Each trailer has a pair of hose tubes, both 
mounted on the curb side of the trailer to save 
time and effort. 

The switch from 3-in. to 4-in. lines raised the 
off-loading rates of the new trailers from the 200 
gpm average of the former equipment to between 
400 gpm and 500 gpm. 

To make those rates possible, Humble is using 
4-in. tight-fill connections to 4-in. inlets in the 
underground tanks of many of the stations served 
by the big trailers. 

Most of the fill connections at service stations 
are 4-in., says Humble. Not all of these are of the 
tight-fill design. Where the flush-fill connectors 
are installed, it has been necessary to modify 
them by installing a 4-in. aluminum-tube down- 
spout, which is flared and welded to the neck of 
the fill pipe. 

An adapter must be used with this type of flush- 
fill connection in order to produce a tight-fill 
arrangement. The company estimates that the re- 
maining conversions to 4-in. fillpipes will be vir- 
tually completed some time next spring. 

To get the utmost flexibility in coupling at the 
service-stations, swivel joints have been installed 
at the outlet valves on the semitrailers. That allows 
the hoses to be moved easily from one fill connec- 
tion to another at service stations. 

Whenever possible, two 4-in. hoses are hooked 
up to make simultaneous dumps from two of the 
trailer’s five compartments. Capacities of the com- 
partments are such that the full contents of one 
can be dumped at most stations. 

The 4-in emergency valves at the bottom of the 
tanks and the 4-in. vapor vents at the top are 
designed to be operated simultaneously from a 
control panel in the side compartment. Valves and 
vents are operated by air, using pressure from the 
truck’s air-brake system. 

Controlling the vents from the ground leaves the 
way open to later adaptation to complete bottom 
loading. 

Experience so far indicates that the new units 
will handle efficiently a third more product than 
the 6,000-gal. trailers they replaced. This means 
the company could reduce its investment in deliv- 
ery equipment by almost one-third and still handle 
the same volume. & 
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Equipment 


Hooking up the hose is a four-step operation. 
1 Adapter (left) is used with flush-fill boxes to get 
equivalent of a tight-fill connection 


2 Joining the mating halves of a 4-in. quick coupler at- 
taches the hose to the adapter 


3 Another quick coupler attaches to a swivel joint at 
the manifold on the truck 


4 The last of three quick couplings completes the hose 
hook-up 





Delhi 
Supplies... 


2. Products and 


A fact-filled, eight-page booklet 

on Delhi, its operations and New York 
State terminal facilities is yours for the 
asking. Write E. J. Cogan, Delhi-Taylor 

Oil Corp., 832 James St., Syracuse, N. Y. 


Petroleum 


Services 


Delhi’s business is supplying highest quality petro- 
leum products—gasoline, diesel fuel, heating oils and 
kerosene—to independent jobbers and independent 
service station chains. Just petroleum products and 
marketing service—and that’s all! 

Delhi’s marketing men who manage the New York 
state operations have made great strides in their first 
twelve months. Three new company terminals were 
completed at Rochester, Syracuse and Utica and a 
fourth terminal leased at Albany. Fuel oil jobbers 
and private branders learned, first-hand, that these 
company representatives could assist them with local 
marketing problems. Buyers found the Delhi repre- 
sentative was able to render on-the-spot decisions 
that enabled them to speed up their purchasing 
operations and keep their daily product requirements 
on a current basis. 

Investigate Delhi as your supplier for highest 
quality petroleum products and on-the-spot market- 
ing decisions. 


De. DELHI-TAYLOR OIL CORPORATION 


Regional Sales Office: 832 James St., Syracuse, N. Y. 
General Offices: Fidelity Union Tower / Dallas, Texas 
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Model 420 Model 400 
(Remote Dispenser— Model 400-1) 


(Remote Dispenser— Model 420-1) 


Replacement, modernization, new con- 
struction . . . single-product dispenser, 
2-outlet single product, 2-outlet 2-prod- 


#@eas there's a Wayne uct . . . suction or remote type . 


lighted or unlighted . . . whatever your 
400 Series model island pump requirement, there is a 
model to meet it in the Wayne 400 Series, 
today’s only complete dispenser line. 


to meet it All pumps in the Wayne 400 line have 


essentially the same dimensions and the 
same internal components. The canopy- 





Model 440 
(Remote Dispenser— Model 440-1) 


lighted Model 420, for example, fits the 
same holddown bolts as the internally 
lighted Model 440... or the unlighted 
Model 400. Similarly, the computer, 
meter and pumping unit in a single- 
product Model 400 dispenser are inter- 
changeable with those in a 420 duo. 


To you this means an opportunity to 
standardize on one basic pump—avail- 
able in a model to meet every lighting 
requirement and every type of dispen- 


Model 440 Duo (1 or 2 product; 
also as remote dispensers) 


sing operation. Thus your purchasing 
problems are simplified measurably, as 
are maintenance and service training. At 
the same time, your brand identification 
is also enhanced. 


The Wayne 400 Series is a compact, 
low-silhouette pump requiring minimum 
space on the island (and thus permitting 
more TBA display). The design is clean, 
modern, customer-attracting. Dial faces 
are wide, easy to read from any angle. 


Model 420 Duo (1 or 2 product; 
also as remote dispensers) 


also as remote dispensers) 


All models have a full 13 ft. of usable 
hose, with the nozzle readily accessible 
from either side of the dispenser. And 
all models feature the special Wayne 
clutch mechanism that prevents damage 
to the computer. 


For complete information on the Wayne 
400 line or on specific models (400— 
unlighted, 420—canopy lighted, 440— 
internally lighted), write The Wayne 
Pump Co., Salisbury, Md. 











Model 400 Duo (1 or 2 product; 


Inside...reliable Wayne componentry 


Special safety clutch on reset linkage prevents 
computer damage—only Wayne has it. No matter 
how strong the operator, he can’t damage the computer 
or shaft by trying to turn the pump on without first reset- 
ting it. The special clutch slips if any force is applied by 
the operator to the external control handle before reset- 
ting. This prevents twisted shafts, keeps control ele- 
ments from being thrown out of phase. 


Simplified computer design. Wayne service-proved 
M-56 Computer features large, easy-to-read numerals; 
semiautomatic reset conveniently located on hose side 
of pump; glass enclosed totalizers to preclude failures 
due to dirt. Manufactured under a strict quality control 
system, the M-56 has 200 fewer parts than its pred- 
ecessor, assuring long, trouble-free operation with 
minimum maintenance. 








Corrosion-resistant microaccurate meter. Exclusive 
Wayne 2PM-3 Two Piston Meter provides a smoothness 
of operation unknown in other designs. Perfectly accu- 
rate even at very slow rates of flow. Adjustment—seldom 
necessary—precision made merely by turning a knob. 
All materials selected for extreme corrosion resistance. 
In a recent test a standard 2PM-3 meter accurately 
measured 3,000,000 gallons of a salt water and gasoline 
mixture without sign of corrosion damage. 


Continuous-duty solo pumping unit. Completely 
self-contained. Pump, motor, strainers, bypass valve, air 
eliminator, check and pressure relief valve, and floats 
housed in one aluminum casting to save space, eliminate 
piping, and increase hydraulic efficiency. Gasoline-cooled 
motor provides true continuous-duty pumping under all 
operating conditions—at no extra cost. Most reliable, most 
easily maintained unit ever built into an island pump. 





For more information write 
The Wayne Pump Co., Divi- 
sion of Symington Wayne 
Corporation, Salisbury, Md. 
Wayne Pump Canada, Ltd., 
Toronto, Ontario. 


Model 400 Remote Dispenser 





WORLD'S LARGEST 
MANUFACTURER OF 

GASOLINE PUMPS AND | 
SERVICE STATION EQUIPMENT | 











WHAT’S 
NEW 
IN 
EQUIPMENT 





Oil-change pump 

. is said to drain the average crank- 
case in less than one minute. Designed 
both for permanent vehicle mounting 
and as a portable model for pump-island 
use. Estimated retail price less than $25. 
W. E. Hoch, Hoch Industries, 3200 S. 
Western Ave., Chicago 8, Ill. 


Oe 


New Canadian Refueler 


Submerged pumps 


. for service stations are offered in 
the new Tokheim Series C line featuring 
integral design of discharge manifold 
and electrical control panel (see photo). 
Combines pump, motor, and manifold 
with wiring and controls into one com- 
pact, extractable unit. Other improve- 
ments include built-in siphoning system; 
combination plug-type connector and 
safety switch; and pressure-testing device 
that permits line testing without dis- 
assembling manifold. Tokheim Corp., Ft. 
Wayne 1, Ind. 


Car-washer 

. called the “Wash-All” is claimed to 
be a simple, inexpensive unit for clean- 
ing both vehicles and motors as well as 
the floors and walls of the service area 
itself. Unit can be mounted in any open- 
top 55-gal. drum. Weaver Mfg. Div., 
Dura Corp., 2100 S. 9th St., Springfield, 
Til. 





Fluid Concentrates - 
Powdered 


FOR USE IN 
Gasolines, Jet Fuels, Diesel Fuels, Fuel 


Lclieilon Pao Besoin’ Oke one accnae oa 
Patent 





Forevery size consumer- 
commercial account. 


! FRED H. TOWERY EQUIPMENT CO. 


1013 East Broadway 
Louisville 4, Kentucky 


NEW JERSEY 








Big PRICE SIGN 


OF 
DURABLE 
PLASTIC 
ON YOUR 

GAS 
PUMP... ‘ 
WILL GUIDE CUSTOMERS 
TO THE GAS THEY WANT 


EMPRO PRODUCTS CO. 


357 Mclean Bivd., Paterson, N. J. 








PENNSYLVANIA 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 


ONE OF THE LARGEST and the latest on Shell’s aircraft refuelers is one 
of four now in operation at Goose Bay, Labrador. The tank trailers, built for 
Shell of Canada by Willock Truck Equipment Co., Vancouver, have a capacity 
of 7,200 Imperial gal. (8,640 U. S. gal.). Overall length is 55 ft., width, 8 ft.; 
height, 10 ft., 4 in. Delivery rate is 600 gpm. 


PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 
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Automatic nozzle 


. . . features an improved poppet-skirt 
design; a new held-open clip with a 
back plate for pre-set pumps; a stainless- 
steel stem; a stainless pad in the lever; 
an outlet check valve that meets all 
known requirements; and a dashpot for 
soft closure. OPW Div. of Dover Corp., 
2735 Colerain Ave., Cincinnati 25, Ohio. 


Hydraulic pump-motor 


. . . is a combination unit for Ardmore 
hydraulic-drive systems. Can be operated 
at speeds up to 2,400 rpm for output 
capacity up to 65 gpm. Reversibility fea- 
ture permits use either as a pump or 
motor. Details given in Bulletin No. 6. 
Ardmore Products, 1835 Shermer Rd., 
Northbrook, Ill. 





for old and new tank installation. 


Tank Gauge. 


as much as 50 gallons. 


and 1%” vent pipes that ampli 
Signal sound. 
than LD. of pipe. 


GREATER SPEED, FOR GREATER PROFIT, 


THROUGH THE SC ULL Y system 


Every unit of the SCULLY System has been 
built to combine maximum speed and efficiency 
in every fuel oil delivery. And even more im- 
portant, each unit has been engineered as part 
of a complete and dependable system, the 
only delivery system available. SCULLY 
products bring you the extra profits that come 
with the world’s fastest fuel oil delivery 
equipment. 


1, VENTALARM® Signal. The original ‘whistling tank 
fill signal. Over five million now in use. Available 


2. VENTALARM ® Gauge.Money-saving 2-in-1 combina- 
tion for new burner installations. One single unit 
combining the original VENTALARM ® Signal with a 


3. Deep filling with SCULLY® Filful eliminates foam- 
ing, making it possible to stop cut-off of the 
whistle by rising foam. This feature enables fill- 
ing to the proper level and increasing the average 


4. SCULLY® Safety Vent. Cap. An ag cp for 1” 
es 


rovides 50% more venting area 


5. UNIFIL® System. The tight connection delivery 




















LARM: 





8. Combination SCULMATIC-SCULTROL. 


system that pays for itself and returns a profit 
in the first year. Over ten exclusive features. 


6. SCULLY® Com Nozzle. A single rugged unit that 


has revolutionized nozzle design: lighter, faster, 
—_ to repair, and with minimum hydraulic 
0 


7. VENTAFIL®The portable combined fill, vent and 


signal for underground tanks. Built for fast pump- 
ing speeds without blowbacks. Light and rugged. 
The only 
combination that provides absolute flow control 
and pressure-limiting control. 

See for yourself why SCULLY, after 25 years, is 
still the industry’s leader, Call NOrmandy 5-3900 
for more. information about any SCULLY products 





Loading-arm boom 


. . . provides a 6 ft. longer radius for the 
OPW long-range (B) type loaders. Units 
are fabricated of Schedule 40 steel pipe 
and come ready for mounting on risers. 
Standard 150-lb. welding-neck flanges on 
inlet and outlet mate with 125-Ib. cast 
iron flanges. Dimensions in Catalog OPW 
LL. OPW Div. of Dover Corp., 2735 
Colerain Ave., Cincinnati 25, Ohio 


Quick oil-changer 


... iS a new, air-operated, vacuum-type 
device equipped with a 3-ft., semi-rigid, 
translucent nylon tube for draining the 
crankcase through the dipstick opening. 
It also has a 12-qt. reservoir for used 
oil. Aro Equipment Corp., Automotive 
Div., Bryan, Ohio. 


New pump line 


. Offered by Marlow includes 11 dif- 
ferent models with suction sizes ranging 
from 3 in. to 6 in. and capacities from 
100 gpm to over 1,200 gpm. “Prime 
Line” units feature fast priming against 
static discharge head, and a design that 
permits changing shaft seal, impeller, or 
diffuser without disconnecting piping. 
Marlow Pumps, Div. of Bell & Gossett 
Co., Box 200, Midland Park, N.J. 


Pouring spout 


. .. for 28MM plastic and glass contain- 
ers, opens or closes with a quarter turn. 
Internal vent permits instant full flow. 
Flo-top design also said to cut flow 
without drip. Multi-Meter Corp., Div., 
Rieke Metal Products Corp., PO Box 
6594, Toledo 12, Ohio 


Vapor inverter 


. « Mounts on pressure-relief vent of a 
storage tank. Said to direct better than 
80% of vapor into upper air at velocities 
ranging from i3 to 25 mph. Designed to 
diffuse snow and drain water rapidly. 
Fits all vents. Johnston & Jennings Co., 
350 Fifth Ave., New York 1, N.Y. 


—and the unique SCULLY System. 
SIGNAL 


SCULL COMPANY 


MELROSE 76, MASSACHUSETTS 
IN CANADA: E. S. Gallagher Sales, Lid., 10 Hotis Rd., Toronto, Ontario 


Q1961 SCULLY Signal Company 
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Two safety valves 


. . . for bulk-plant emergency shut-off, 
are of ductile iron that will not crack if 
subjected to cold water during a fire. 
Both valves have fusible hold-open links 
and the OPW 178-S has a shear groove. 
OPW Corp., 2735 Colerain Ave., Cin- 
cinnati 25, Ohio. 

















Airport fueler 


... iS 36-in. high, 53-in. long, and 25-in. 
deep, of 16-gage steel on a structural-steel 
base. Includes Smith-Erie,1%-in. 60- 
gpm, T-6 meter; Smith-Erie vertical fil- 
ter-separator of 50 gpm capacity on 
avgas; 50 ft. 12-in. aviation hose; heavy- 
duty reel. Smith-Erie, 1602 Wagner Ave., 
Erie, Pa. 


Engine-driven compressor 


. . . for use with service trucks supplies 
air for lubrication equipment, air 
wrenches, and other air-operated tools. 
Has electric starter and cables to:connect 
with truck battery. Kellogg-American 
Div., Scaife Co., P.O. Box 10567, Pitts- 
burgh 35, Pa. 


Truck axles 


. in three new, through-drive, tandem 
models feature increased carrying capac- 
ity, simplified design, and standardization 
of components. Offered with 100,000-mil 
or one-year warranty. International Har- 
vester Co., 180 N. Michigan Ave., Chi- 
cago 1, Ill. 


Straight swing joints 


. in a new aluminum series, are fully 
repairable by removing ball-retaining 
plug and steel balls. Also feature teflon 
bearing strip, felt wiper, and permanent- 
ly-sealed ball bearings. Buckeye Iron & 
Bruss Works, P.O. Box 883, Dayton 1, 
Ohio. 


Mobile radio line 


. « « for UHF 450 MC band consists of 
two models, one for 12V only and the 
other for either 6V or 12V. UHF 450 
band is said to be especially suitable for 
vehicles in metropolitan areas since tall 
buildings have little effect on signal 
power, while interference from skip sig- 
nals, ignition, and adjacent channels is 
negligible. Radio Corp. of America, 
Meadow Lands, Pa. 


Movable arms 


. of Joyce-Cridland Quick-Spot -lifts 
have been redesigned to produce a pro- 
file only 3%4-in. high, or about"the height 
of a pack of king-size cigarettes. New 
height clears low-slung. sports cars, 
speeds spotting. Customer Service Dept., 
Joyce-Cridland Co:, 2027 E. First St., 
Dayton 3, Ohio 








Degreasing compound 


. is said to be an especially powerful 
cleaning action for many marine, auto- 
motive, and industrial applications in- 
cluding the cleaning of Bunker C and 
crude storage tanks. National Aniline 
Div., Dept. NA 79, 40 Rector St., New 
York 6, N.Y. 


Equipment 


Lightweight hose 


. . . for tank-truck and tank-car unload- 
ing is offered in sizes ranging from 2 in. 
to 4 in. Plastic-cord reinforcement is said 
to provide a crush-proof, nonkinking 
flexibility. Accepts pressure up to 20 psi. 
Acme-Hamilton Mfg. Co., 1437 State St., 
Trenton, NJ. 


FOR ALL-AROUND 
. TOP SERVICE I PICK 
\. WIKING PUMPS 

EVERY TIME! 


NO SPEED INCREASERS 
REQUIRED. CONNECT 
THE VIKING TRUCK 
PUMP DIRECTLY TO 
TRANSMISSION 
THROUGH POWER 
TAKE-OFF, 


Specify Viking Truck Pumps for top service on all truck sizes up 
through big transports. They’re long-lasting pumps—many outwear the 
trucks on which they’re mounted. That's one reason Vikings are favorites 
of truckers with experience. Profit from others’ experience and specify 
VIKINGS! With Viking Truck Pumps you also get: 


® Fast, positive delivery 


®@ Revolvable casing for handy port 


locations. 8 positions. 


@ Integral thrust bearing of sturdy 


construction. 


@ Either extra long packing box or 
mechanical seal. 


@ Safety valve on pump head. 


@ Complete capacity range of 35 to 
300 galions per minute. 


For information on Viking Truck Pumps, write for Catalog GR 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. in Canada It's ‘‘Roto-King’’ Pumps 
Offices and Distributors in Principal Cities « See Your Classified Telephone Directory 
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This double feature 
from Du Pont 
can help you 


“expand the demand” 


COAST TO COAST: The CinemaScope featurette ‘‘Down the Road” is now 
showing in theaters all over America. With Lowell Thomas narrating, this movie 
takes its audience on a tour of scenic and historic sights from the Painted 
Desert to the Alaskan highway, from New England to New Orleans. 

“‘Down the Road’”’ was sponsored by Du Pont to stimulate greater interest 
in family travel by automobile. It is a broad ‘‘expand the demand”’ promotion 
for the oil industry . . . a natural backdrop to your own company’s travel devel- 
opment activities. International distribution is being made by 20th Century-Fox. 

Playdates, posters and complete assistance are available from your Du Pont 
representative. 


IN YOUR MARKETING AREA: A 16-mm half-hour companion film is available 
for you to use in local travel promotions. Title of this film is “Highway Holiday.” 


This film is an ideal offering for schools, civic groups, P.T.A.’s, employees, 
etc. Prints can be obtained from Du Pont by contacting your Du Pont Petroleum 
Chemicals representative. E. |. duPont de Nemours & Co. (Inc.), Petroleum 
Chemicals Division, Wilmington 98, Delaware. 


LEAD ANTIKNOCK COMPOUNDS AND OTHER PETROLEUM ADDITIVES 


Better Things for Better Living . . . through Chemistry te un pat oF 





Equipment Literature .. . 





Tank-trailer brochure 


. consists of four pages of illustrations 
of a variety of truck and trailer tanks 
featuring recent Gary production. Gary 
Co. Div., Gary Steel Products Corp., 
P.O. Box 449, Lynchburg, Va. 


Degree-day system 


. is said to keep accurate degree-day 
records in alphabetical form in a single 
file. Uses two forms, with identical col- 
umns and rows of degree-day figures 
across the top, one for degree days to 
date, and the other for degree days for 
next delivery. Cromwell Printer Inc., 
Church and Bleecker Sts., Albany 1, 
N.Y. 





Another example 
of how Graco 
Equipment and 
Planning increase 
efficiency ... 
increase profit! 


ENGINEERS AND MANUFACTURERS 


ros eran mpmnme RE mt 


GRAY COMPANY, INC. 


CAN 


INCREASE 
SERVICE 
EFFICIENCY | 





1165 Graco Square 
Minneapolis 13, Minnesota 





SEE PHONE BOOK YELLOW PAGES “LUBRICATING EQUIPMENT” 
OR PHONE YOUR NEAREST FACTORY BRANCH 


NEW YORK DETROIT 

RAvenswood 1-8585 TRinity 3-6900 
PHILADELPHIA 
BAidwin 6-3031 


HOUSTON 
WaAlnut 6-1781 


ATLANTA CHICAGO 

TRinity 6-6374 MAdison 6-7048 
SAN FRANCISCO 
1-5941 


NATIONAL 


Part 7 supplement - 


... to the 1958 Book of ASTM Stand- 
ards includes 41 standards for crude 
petroleum, LPGas, fuels, solvents, lubes, 
and special-purpose compounds of re- 
fined products. Price $4.00. American So- 
ciety for Testing Materials, 1916 Race 
St., Philadelphia 3, Pa. 


Air-compressor catalog 


. . » No. 20 gives data on more than 
200 models plus illustrations and descrip- 
tions of units available with either hori- 
zontal or vertical tanks. Also shows 
cross section of basic Lincoln compres- 
sor and loadless starting device. Lincoln 
Engineering Co., 4010 Goodfellow Blvd., 
£t. Louis 20, Mo. 


Rubber bumpers 


. for loading platforms, truck tail- 
gates, bow fendering, parking-lot guides, 
and many other applications are described 
in a new bulletin. Line includes both 
rectangular and cylindrical shapes in a 
range of sizes up to 25 ‘ft. in length. 
Line is said to wear five times as long 
as rope bumpers. Bulletin H-24. Hewitt- 
Robins, Dept. RD, Stamford, Conn. 


Trailer axles 


. . . in four series, ranging in capacity 
from 14,000 Ibs. to 30,000 Ibs. are de- 
scribed in a new 12-page folder. Rock- 
well-Standard Corp., Transmission & 
Axle Div., Detroit 32, Mich. 


Portable tank heaters 


. . . both vertical and horizontal are il- 
lustraied in a new 8-page bulletin that 
gives complete rating data for all sizes 
of tanks and types of service. Bulletin 
No. 1623, The Griscom-Russell Co., 185 
Wetmore Ave. S.E., Massillon, Ohio 


Floodlight bulletin 


; gives photometric data on the 
Quartzbeam fixtures designed for quart- 
iodine lamps, said to have twice the lamp 
life of incandescents. Bulletin 2725, 
Crouse-Hinds Co., Syracuse 1, N.Y. 


Reel bulletin 


. . illustrates an entire line of reels 
including electric-cable reels, static-dis- 
charge reels, and hose-retracting reels 
for gasoline pumps. Aero-Motive Mfg. 
Co., 1803 Alcott St., Kalamazoo, Mich. 


Fire protection 


. . . for truck-loading racks is the sub- 
ject of a new booklet that is thought 
to be the only compilation of methods 
currently in use. National Foam System 
Inc., West Chester, Pa. 


Pump catalog 


. contains data on the Roper Series K 
and KE lines including up-to-date engi- 
neering data, construction illustrations, 
and performance charts. Roper Hydrau- 
lics Inc., Commerce, Ga. 
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Equipment Suppliers . . . 





A basic steel, prefab station, size 43 
x 15, is offered by Harrington Steel 
Construction and Engineering Corp., 
Lewiston, N.C. Price when erected, but 
without finish painting, roofing, or in- 
sulation is $3,325. Insulation costs $350; 
and a 20 x 25 canopy costs $1,400. 

om 


C. W. Glass Associates, Decatur, Ga., 
now represent the Saylor-Beall Manu- 
facturing Co., St. Johns, Mich., in Geor- 
gia, Florida, North Carolina, South Caro- 
lina, Virginia, Alabama, Mississippi, and 
Tennessee. 

e 

Cc. E. Niehoff & Co., Chicago, has 
acquired property on Brydon Rd., in the 
Rexdale area of Toronto for plant and 
general offices of C. E. Niehoff & Co. of 
Canada Ltd. 


o 

French’s Petroleum Service Inc., 2838 
Bladensburg Rd., N.E., Washington, D.C., 
is a new active member of the National 
Assn. of Oil Equipment Jobbers. 

» 

Mack Trucks Inc. reports it has devel- 
oped a more powerful version of its 
naturally-aspirated Thermodyne diesel en- 
gine with virtually no increase in engine 
weight. The added horsepower is the 
result of a new intake system said to in- 
crease volumetric efficiency by 10%. 

° 

Neptune Meter Co. has moved its ad- 
vertising headquarters to its factory build- 
in gat 17-25 34th St., Long Island City 
1, By ¥; 


Equipment People . . . 





Arthur A. Ken- 
drick, Jr. has been 
named general sales 
manager for Ever- 
Tite Coupling Co., 
New York. Ken- 
drick has been with 
Ever-Tite for over 
five years, and was 
most recently east- 
ern sales manager. 

After leaving the 
Army in 1953 with 
the rank of first 
lieutenant, Kendrick joined his father in 
business in his home town of Henniker, 
N.H. Two years later he joined Ever- 
Tite. 

Kendrick recently completed a 7-week 
trip throughout the U.S. for Ever-Tite, 
visiting major oil and chemical com- 
panies, as well as oil-equipment jobbers. 


— 


« 

Patrick L. McManus has been named 
general manager of Worthington’s Stand- 
ard Pump Div. at E. Orange, N.J. He 
was formerly director of marketing serv- 
ices at Worthington’s headquarters in 
Harrison, N.J. 


A. E. Cummings is now manager of 
Cumco Associates, a newly formed divi- 
sion of Amco Corp. The new division 
operates as manufacturers’ agents supply- 
ing any form of sales need, and including 
jobber development. The firm invites in- 
quiries from manufacturers in the oil- 
marketing and liquid-handling fields. 

*° 


Peter J. Detroy has been named gen- 
eral manager of the outdoor lighting di- 
vision of Marlow Lights Inc., Fanwood, 
N.J. He will direct development and 
marketing of a complete line of service- 


Equipment 


station lighting. Detroy was formerly 
sales manager for Colonial Electric 
Products of E. Paterson, N.J. 

Russ Relyea has been named regional 
manager for Saylor-Beall Manufacturing 
Co., St. Johns, Mich. Relyea, who will 
headquarter in Dallas, will cover the 
states of Texas, New Mexico, Oklahoma, 
Arkansas, and Louisiana. 


7 
Myron A. Frank has been named au- 
tomotive-chemicals product manager by 
Dow Chemical Co. He succeeds John P. 








LL FR 


Open more consumer accounts, and 
increase good will from present 
customers, with pumps from Fill- 
Rite . . . where consumer pumps 
are not a secondary item to “‘round 
out the line” . . . but the products 
on which our business and reputa- 
tion have been built. 

Fill-Rite pumps have established 
enviable records in consumer satis- 
faction. Their clean, attractivelines 
and simplicity of design and con- 
struction give you an outstanding 
unit at the lowest possible cost... 
both to purchase and maintain. 
Motor and pumping unit are 
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bolted together permitting direct 
pump drive... no belts, pulleys 
or gears to service. 

Now the advantages of Fill- 
Rite’s design are reinforced by the 
facilities of the Tuthill Pump 
Company .. . leaders in industrial 
pumps for over 30 years. Fill-Rite 
will continue the same fine ser- 
vice you have enjoyed ... without 
changes in manufacturing and dis- 
tribution personnel ... but addi- 
tional capacity will permit better 
service, and even faster deliveries. 

Call your Fill-Rite distributor 
today. 


TUTHILL PUMP COMPANY 
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Grey-Rock adds the insurance 
of quality to good workmanship 





























The service station mechanic who 
uses his skill and training to install 
cheap brake linings is wasting his 
valuable time. Worse—he is risk- 
ing permanent loss of a customer. 

Expert installation alone does 
not make a good relining job. It 
takes quality brake linings as well 
—linings that wear slowly and 
evenly, that supply balanced brake 
action and smooth, sure stops 
every time. 

And this describes Grey-Rock 
brake linings to a T. 

To supply all-important bal- 
anced brake action, Grey-Rock 
uses several different types of lin- 


ing—including woven and molded 
—and combines them into sets 
specially designed for every make 
and model car. The newest Grey- 
Rock development is Copper- 
Woven lining. It dissipates heat 
faster, virtually eliminates fade, 
and gives longer service life. 
Grey-Rock brake linings, prop- 
erly* installed, are a dealer’s best 
insurance against complaints—his 
best way to build a profitable 
business. And satisfied customers 
keep coming back. to ‘boost his 
gallonage. For full details, contact 
Grey-Rock Division of Raybestos- 
Manhattan, Inc., Manheim, Pa. 


Only Grey-Rock .... BALANCED BRAKE LININGS 


BALANCED BRAKSETS e TRUCKSETS ¢ BRAKE BLOCKS e VEE-LOK® CLUTCH FACINGS « AUTOMATIC TRANSMISSION PARTS 


You Cunt Cay 0c Celtic Peake Lining i Seve Yur Lyf 


NATIONAL 
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Strouss, recently named chemicals district 
manager in Dow’s New York office. Frank 
has been with Dow since 1951, originally 
in the Chemicals Technical Service and 
Development Dept. 


Paul E. Hughes 
has been named 
general manager 
of Globe Pacific 
Hoist Co., Long 
Beach, Calif. 
Hughes succeeds 
John R. Queen 
who has joined 
Shields Harper 
Co., equipment 
distributor of 
Oakland, Cal. 

Hughes Hughes has been 
field representative for the R. H. Alexan- 
der Co. of Los Angeles since 1958, and 
before that he represented Erie Meter 
System at San Gabriel, Cal. 


Orville G. Mah- 
nensmith has been 
named divisional 
sales manager of 
the Fill-Rite Div. 
of Tuthill Pump 
Co. He was for- 
merly sales mana- 
ger of the Ossian 
Engineering Co. 
before Tuthill ac- 
quired the Ossian 
assets last June 1. 

Mahnensmith Fill-Rite markets a 
line of electric and hand pumps for con- 
sumer accounts. 


Two promotions at GMC Truck and 
Coach Div. make J. C. Marek general 
parts-and-service manager and W. W. 
Edwards truck-service manager. Marek’s 
career with GMC began in 1935 as head 
of the plant-production department. He 
filled a series of technical and service 
posts prior to his present promotion. 
Edwards joined GMC in 1940 as a 
product-engineering student after gradua- 
tion from General Motors Institute. After 
a period of military service he returned 
to GMC as instructor in the technical- 
service department. 


(Continued on page 157) 
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Accuracy at one rate of flow... accuracy 
over a wide range of flows... plus accu- 
racy sustained over many years... this is 
true three dimensional accuracy in 
petroleum meters. 

Most meters can give you the first two 
dimensions. The third dimension...accu- 
racy that doesn’t drift when your back is 
turned...accuracy sustained over many 
years ...is most important of all. It must 
be built into a meter or you don’t get it 
...and that’s your biggest reason for 
choosing Neptune. 





DIMENSIONAL ACCURACY 


The only criterion in petroleum metering... 


Neptune's positive displacement meas- 
uring chamber is simple...only one mov- 
ing element. Through precise machining, 
it achieves true capillary seal. This con- 
trols slippage and practically eliminates 
metal-to-metal wear. Because of double- 
case design, it is not affected by pressure 
changes. And Neptune's patented “gear 
shifter” calibration mechanism simply 
cannot slip out of adjustment. 

To get true three-dimensional accu- 
racy on every truck and rack, be sure to 
specify Neptune. 


NEPTUNE METER COMPANY 


47-25 34th St., Long Island City 7, N. Y. 


LIQUID METER DIVISION 


Branches and Jobbers in All Principal Cities 
In Canada: Neptune Meters, Ltd., Toronto, Ontario / 





This is— 


ewex-0-MATIC 


& 


For Those Who Sell Filters... 
and Want to Sell MORE! 





WIX Oil and Air Filters are built to 
give the car owner extra value and 
greater engine protection... WIX-O- 
MATIC, the soundest merchandis- 
ing system in the filter industry, 
gives you more sales and bigger 
profits. This statement is proved by 
thousands of dealers who know 
from first-hand experience how 
WIX-O-MATIC stimulates sales 
and stops losses. 


With WIX-O-MATIC you never 
lose sales by “being out of” the filter 
you need...you never lose money 
because of excess inventory or obso- 


WIX CORPORATION 


lete numbers. And—sales are made 
quicker! With the Dial-O- Matic 
Cartridge Selector you can tell at a 
glance what filter is needed for any 
American-made car or light truck 
that drives in — most foreign cars, 
too. WIX-O-MATIC is available 
with wall racks for small stocks and 
floor cabinets for more active loca- 
tions, and you get both FREE. 


a 


Get all the facts on WIX Oil and Air 
Filters and WIX-O-MATIC mer- 
chandising from your jobber, or 
write direct. Do it today. 


« GASTONIA, N. C. 


In Canada: Wix Corporation Ltd., Toronto 
in New Zealand: Wix Corp. New Zealand Ltd., Auckland 
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Charles C. Gates 
Jr., has been elec- 
ted to succeed his 
late father as pres- 
ident of Gates 
Rubber Co. He has 

een executive vice 

president since 
1958. He attended 
Massachusetts In- 
stitute of Tech- 
nology from 1939- 
41 and then trans- 
ferred to Stanford 
University at Palo Alto, Calif., receiving 
his bachelor degree in engineering in 
1943. From school he went to the Co- 
polymer Corp. at New Orleans. 


Gates 


John R. Queen 
is the new presi- 
dent of Shields, 
Harper & Co., 
West-Coast oil- 
equipment distrib- 
utor and subsidiary 
of Symingtom 
Wayne Corp. 
Queen was for- 
merly a vice presi- 
dent of Globe 
Hoist Co., also a 
Symington Wayne 

subsidiary, and general manager of Globe 
Pacific Hoist Co., Long Beach, Calif. 
Shields, Harper headquarters is at Oak- 
land, Calif. 

e 


David C. Rowan 
has been named 
assistant sales 
manager of Tok- 
heim’s Chicago dis- 
trict, with head- 
quarters at the 
Tokheim Chicago 
office, 332 S. Mich- 
igan Ave. He has 
been with Tokheim 
since 1950 serving 
in the production, 
purchasing, and 

order departments~ in addition to the 
sales department. He was given leave of 
absence in 1951 for four years service 
in the Air Force. 

° 


J. C. Richards is now marketing vice 
president of a new _ industrial-products 
marketing organization at B. F. Good- 
rich Co. He was formerly vice-president 
sales of the B. F. Goodrich Chemical 
Co. 

* 


Alex F. Fino is president, K. Earl 
Abel is treasurer and John W. Swick is 
secretary of Dorcon Inc., a newly formed 
company engaged in the design, fabrica- 
tion and field erection of storage tanks, 
process and reaction vessels. The new 
firm, a subsidiary of Dorr-Oliver Inc., 
Stamford, Conn., has administrative and 
engineering offices at Warren, Pa., and 
a sales office in Pittsburgh in charge of 
Max G. Walker, sales manager. 


Gerald H. Mc- 

Ginley has been 

named marketing 

manager of ma- 

chinery sales for 

Crown Cork & 

Seal Co. Inc., and 

will be attached to 

Crown’s Baltimore 

office. He was pre- 

viously district 

representative for 

:, Crown at New 

McGinley York and _ before 

that was on the administrative staff of 
W. R. Grace Co. 


Equipment 


Jerry Huber, 
who heads the Jer- 
ry Huber = Co., 
2503 Westfield 
Rd., Charlotte 9, 
N.C., has been ap- 
pointed agent for 
the Red Jacket 
line of submersible 
pumps, in - line 
pumps and safety 
valves. Huber has 
been a distributor 
of _ oil-marketing 
equipment in the Southeastern states for 
the past 20 years. 


TCH Q" 
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Huber 





WERE FEW 
AND 
FAR BETWEEN 


Back in ’25 when this rig was being assembled, oil heating was a 
new-fangled idea. It was just catching on with some of New York’s 
big apartment buildings, and the driver of this “new” Mack Truck 
was measuring his deliveries with a stick instead of a meter. In fact, 
the automotive people were still struggling with a nevel invention 
called “power take-off.” But, even then, the importance of fast delivery 
must have been recognized, because the old No. 6-R Blackmer Pump 
(just aft of the cab in the picture) had the surprising capacity of a 
hundred gallons per minute! Even by today’s standards, this would 
have to be called “‘fast,’”’ but pumping speed alone is no longer enough. 
Blackmer’s development of the modern TX Truck Pump has kept pace 
with all the other needs of a highly competitive fuel oil market. Fast 
pumping, quiet operation, dependability and easy maintenance are all 
reasons why smart dealers still tell the tank builder, “Put on a 
Blackmer.” If you’ve been taking whatever pump he gives you, find 


out why you should insist on a Blackmer. 


eeaaan) 8 materials handling'"® ME 


/ truck pumps 


“BLACKME 


Send for Bulletin 200. 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
Find your Blackmer Man under ‘’Pumps’’ in the Yellow Pages 
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WHAT'S 
NEW 
IN 


TBA 





Truck thermostats 


. in six new models of the solid expan- 
sion type feature heavy-duty construction. 
Said to be manufactured to rigid SAE 
specifications. Dole Valve Co., 6201 
Oakten St., Morton Grove, Ill. 


Magnetic cap remover 

. is said to grip radiator caps se- 
curely with powerful magnets not only 
preventing burns but lessening the chance 
of the cap dropping into the fan. Sug- 
gested price is $2.95. Union Carbide 
Consumer Products Co., 270 Park Ave., 
New York 17, N.Y. 


Transmission sealer 


. . . has been added to the Warner line. 
Claimed to restore resiliency to old seals 
and to prevent seals in new transmissions 
from developing leaks. Formula contains 
no chlorine. Warner-Patterson Co., 600 
S. Michigan Ave., Chicago 5, Ill. 


Warner deicer 


. is now on the market under the 
trade name of “Kleer.” Guaranteed to 
be harmless to car finishes. Also said to 
be useful for thawing frozen locks as 
well as clearing ice from glass. Warner- 
Patterson Co., 600 S. Michigan Ave., 
Chicago 5, Ill. 


Antifreeze tester 


. is designed to give fast, accurate 
readings on all permanent-type anti- 
freezes without waiting for engine warm- 
up. Imperial-Eastman Corp., 6300 W. 
Howard St., Chicago 48, Ill. 


Brake-parts line 

. . . includes hydraulic master and wheel 
cylinders, repair kits, stop-light switches 
and hoses. Bendix Corp., South Bend, 
Ind. - 
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Flashlight batteries 


. are offered in premounted blister 
packing on 4-in.xS-in. cards designed 
for pegboard or spindle display. Union 
Carbide Consumers Products Co., 270 
Park Ave., New York 17, N.Y. 


Improved oil filters 


. . » and a new wrench are designed to 
make installation easier. Filter has gas- 
ket, six times thicker than older types, 
seated in a new tension plate that flexes 
on tightening and locks filter to housing. 
Other features are new leakproof casing 
and improved check valve. Purolator 
Products Inc., Rahway, NJ. 


Tuneup promotion kit 


. consists of an A frame, a tuneup 
appointment rack with work-schedule 
cards, a quantity of two direct-mail cards, 
two newspaper ad mats, and a supply of 
door stickers. Allen Electric and Equip- 
ment Co., Sales Promotion Dept., Kala- 
mazoo, Mich. 


Flashlight merchandisers 


. in three styles offer dealers several 
combinations of storage-and-display fix- 
tures. Built-in battery tester measures 
flashlight and radio voltages under load 
conditions as well as photoflash amper- 
age. Union Carbide Consumer Products 
Co. 15 E. 40th St., New York 16, N.Y. 


TBA Literature .. . 





Tire-repair catalog 


. . . covers the complete Dillectric line 
including a new starting kit for tube and 
tubeless repairs and the new Dill Tuffer- 
Buffer especially designed for patch 
preparation. Dill Manufacturing Co., 700 
E. 82nd St., Cleveland 3, Ohio. 


Tuneup manual 


. . . is said to be a comprehensive text 
book with special emphasis on diagnosis 
of engine troubles. Adjustment proced- 
ures are presented in a series of illus- 
trated steps. Check-Chart Corp., 222 W. 
Adams St., Chicago 6, Ill. 


TBA Suppliers . . . 





Two-ply tires are as safe as four-ply 
says Tyrex, Inc. Details of a series of 
road tests were presented at the National 
Tire Dealers and Retreaders convention 
in Cleveland. Tests involved original- 
equipment tires on American-built com- 
pact cars traveling 40,000 miles of Texas 
secondary roads plus 70-mph travel on 
the Kansas turnpike. 

& 

Purolator is offering a 3-wheel cutting 
tool for cutting out a section of gasoline 
line for installation of a gasoline filter. 
It’s part of a $17.35 package that in- 
cludes a display rack and 12 filters. 


& 

AC Spark Plug’s latest premium for 
dealers is a plastic windshield-washing 
squeeze bottle molded in the shape of a 
jumbo spark plug. 

@ 

A new display rack has a capacity for 
storing 300 miniature lamps. It’s part 
of a merchandising package that includes 
an assortment of 150 AC-Guide lamps 
and a new specification chart. 

a 

American Viscose Corp. is now pro- 
ducing a new Tyrex yarn said to be 15% 
stronger than current yarns. Tensile 
strength of the new yarn is 40 Ibs in a 
1650 two-ply cord. The development of 
a cord of this great strength, says Ameri- 
can Viscose, is well timed to the intro- 
duction of two-ply tires. 

* 

Westinghouse has put a time limit of 
Nov. 30th on its premium offer of a 
Bernz-O-Matic torch kit for $4.60 with 
orders for 12 headlamps. 


® 
The East Coast division of Jack P. 
Hennessy Co., and its affiliated Three 
Star Sales Corp., now occupies a newly 
completed office building at 110 Lacka- 
wanna Ave., in W. Paterson, N.J. 
& 


TBA People . . . 


H. P. Schravk has been elected presi- 
dent of Seiberling Rubber Co., succeed- 
ing J. P. Seiberling, who continues as 
chairman of the board. Schrank has been 
executive vice president since 1956. He 
joined Seiberling in 1926 as a tire en- 
gineer. 

Robert E. Kinnen is now director of 
merchandising and advertising for Sei- 
berling. He was formerly manager of ad- 
vertising and sales promotion for Dunlop 
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Hub Oil Co., Rochester, N. Y., fuel oil 
distributor used to keep 2 spare trucks 
ready in case a breakdown tied up its 
regular vehicles. When Hub made the 
important shift to Macks, there were no 
further jobs for these emergency vehicles. 
Result—2 less trucks on the payroll. 


Cases like this underscore Mack’s 
traditional reliability and ruggedness 
. .. point up the fact that Mack quality 
pays off in many ways. A Mack truck is 
a quality vehicle because it’s Mack built 





‘ 
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At its Rochester depot, Hub Oil Company loads some of the B Model Macks 
used on its retail runs. Customer service rates high at Hub... one reason 
Hub uses the most dependable trucks available. 


For industrial bulk deliveries and fast action in and out of congested areas, 
Hub uses Mack tankers like this B-68 Model. 


Standardized on Macks... 
Stand-by not needed 


—not just Mack assembled. Mack man- 
ufactures its own engines, carriers, trans- 
missions, axles, cabs and other major 
components, and every major compo- 
nent is built by Mack for Mack trucks 
alone. Furthermore, fuel oil distributors 
find that Mack quality means balance- 
sheet savings in repairs, parts replace- 
ment, maintenance, fuel and downtime. 


You can be sure your customers get 
dependable service if Mack trucks do 
the job. Your Mack branch or distrib- 


utor will be glad to help you select the 
model best suited to your requirements. 
Mack Trucks, Inc., Plainfield, New 
Jersey. Mack Trucks of Canada, Ltd., 
Toronto, Ontario. 






FIRST NAME FOR 


TRUCKS 


by far in sales of 
diesel trecks 





Tires-Batteries-Accessories 





and prior to that was assistant sales-pro- 
motion manager for Gould Storage Bat- 
tery Corp., of Trenton, N.J. 


W. T. Keller, 
former TBA man- 
ager at Tidewater 
Oil’s eastern divi- 
sion, and now 
TBA and _ petrol- 
eum - marketing 
manager for Life 
magazine, gave a 
slide-film talk at 
the September con- 
vention in Cleve- 
land of the Na- 

Keller tional Tire Dealers 
& Retreaders Assn. He discussed the ways 
tire dealers can advertise most effectively 
within the limits of a dealer’s budget. 

A segment of Keller's talk explained 
how any tire retailer can “hitch a big 
ride” on the supplier’s national adver- 
tising. 


Robert J. Thompson has been named 
manager of field sales promotion for 
Guaranteed Parts Co. Inc., manufacturer 
of ignition parts in Seneca Falls, N.Y. 
Thompson was formerly a district sales 
manager and regional service manager 
for Electric Autolite Co., Toledo. 





Please your customers with that extra service... 
plenty of Hot Water... 


LS 
IMMEDIATELY! 


Gerald R. Timoney has been named 
eastern-division sales manager, and John 
L. Timoney has been named national 
new-products manager for Jack P. Hen- 
nessy Co., Inc., and the Three Star Sales 
Corp. The two new managers are 
brothers. Two new product managers for 
national accounts have also been named: 
William Ferguson for display and chemi- 
cal products; and Glenn McConnell for 
service equipment. They will operate 
from a new branch office at 227 W. Ex- 
change St., Akron, Ohio, 


e 

William H. Campbell, formerly man- 
ager of field sales for B. F. Goodrich, is 
now general manager of dealer sales. He 
has been a retail store manager, truck- 
tire salesman, and district manager at 
Albany and Pittsburgh. 





ECONOMY ... SAFETY... 
CONVENIENCE .. . BEAUTY 


A revolutionary, completely new principle, 
designed for Public Wash Rooms . . . Ideal 
for Service Stations. The lowest cost hot 
water installation ever manufactured. 


A. K. May has 
been named gen- 
eral manager of 
the ethylene-oxide 
chemicals division 
of Houston Chemi- 
cal Corp., an affili- 
ate of Philadelphia 
& Reading Corp. 
Ethylene - glycol 
antifreeze, sold in 
bulk to marketers 
of private-label 

_ brands, is the pri- 
mary product of May’s division. May was 
at one time sales manager for Jefferson 
Chemical Co., and has also been asso- 
ciated with American Cyanamid and 
Dupont. 

. 

John R. Church has been made direc- 
tor of distribution and marketing at AC 
Spark Plug, succeeding William C. Lee 
who is now Buick parts and accessories 
manager. Church joined AC in 1940 as a 
salesman in Saginaw. He has been mer- 
chandising manager and director of avia- 
tion sales. 

e 

A. W. Tolen has been named Detroit 
branch manager for Cooper Tire. He 
was formerly northwestern Ohio sales 
representative. In his new post he will be 
responsible for the state of Michigan. 














Model SN-3 (includes faucet) 


@ Non-pressure principle eliminates expen- 
sive safety valves and allows placing tank 
at basin without risk or danger in a con- 
fined area. 

@ High speed recovery tested and listed by 
Underwriters Laboratories. 

@ Operates from normal lighting circuits. 


@ Simplified installation means lowest cost 
installation for new or existing stations. 


@ Copper tank outlasts several conventional 
steel tanks. 


@ Lowes: initial cost—lowest operating cost. 
Only 114¢ an hour if running continuously. 


For more information write or call: 


R. C. FORD Associates, Inc. 


Midwestern Building @ Cincinnati 27, Ohio 
Phone: BRamble 1-2760 


Model SN-5 


: fineludes faucet) 
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INTRODUCING AN ADVANCED 
CONCEPT IN 
AREA LIGHTING... 


PATENT PENDING 


by 


GUARDIAN LIGHT 


_ 


—— WITH 
f nes | “LIGHT-END” \ 3 | 
<a DESIGN ~~ 





WHICH PROVIDES 

LIGHT FROM BOTH ENDS 
OF THE ENCLOSURE, 

AS WELL AS THE BOTTOM! 


The all-new Guardian FUTURO—with 
“LIGHT-END” design—is ideal for all 


er | area lighting needs. Its vacuum-formed 
ENCLOSURE 
FOR EASY 
SERVICING 

















‘“‘wrap-around”’ plastic enclosure pro- 
vides light from bottom, sides and both 
ends, adding extra illumination and 








ub attractiveness to every installation. 
Write or Wire for Descriptive Bulletins. Address Dept. N 
/ 


cuanoian Light COMPANY (@) 


500 NORTH BLVD. + OAK PARK, ILLINOIS cigutine 


Representatives in All Principal Cities / 
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WHAT'S 
NEW 
IN 
PREMIUMS 





MEASURING CUPS with copper bottoms 
and aluminum sides. Cost to dealers is 
$10.80 per doz. Aluminum Housewares 
Corp., Ambassador Building, St. Louis 


i] i} 

" Hii 
KEY CHAIN TIMER can be set to ‘sound 
alarm for any time up to 60 minutes. 


The Memo-Park is Swiss made and 
weighs 1 oz. Cost is $2 each in 1,000 
lots. Estey Electronics, Inc., 59 Hemp- 
stead Gardens Drive, W. Hempstead, 


N.Y. 


162 


GARDEN TOOLS of high-carbon steel with 
golden chrome sheen finish and ebony 
hardwood handles. The cost to dealers 
is $1.77 a set. Gardex Inc., 500 North 
Carroll Ave., Michigan City, Ind. 


SALT SHAKER AND PEPPER MILL in light 
oak, with brass tops. Cost to dealer is 
$1.50 in lots of 1 gross. Vicki Enterprises, 
155 Hudson Street, New York City 13. 


KEY CASE snaps open and shut on auto- 
matic spring hinge. Holds two cars keys 
and house key. May be imprinted. Cost 
$3.84 per doz. in gross lots. Reeves and 
Mitchell Co., 580 Fifth Ave., New York 
City 36. 





—let this handy 
new slide rule 
show you how 


Initial cost...depreciation...main- 
tenance...taxes... 

These are factors which enter into 
a prudent choice of new service sta- 
tion buildings. Figuring them all is a 
complex job—and a mistake can be 
costly. 

That’s why the LUSTERLITE 
Service Station Payoff Calculator is 
such a handy tool. Just one setting 
of the slide shows how soon you'll 
break even on your LUSTERLITE 
Buildings—and how much extra 
they’ll earn in their first 25 years. 

This Calculator is simple...it’s 
accurate...and it’s free. It’s yours 
for the asking ...so write today! 


LUSTERLITE 


PORCELAIN ENAMELED STEEL 
SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION 
CICERO 50, ILLINOIS 


A DIVISION OF THE EAGLE-PICHER COMPANY Sater: 
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Oe A TNE ... ALWAYS 


LUSTERLITE Service Stations, lifetime porcelain enameled steel inside 
and out, are bright when you get them —and stay bright, clean and new looking. 


= 4 el-sal-th\A-me ol-Uiahdi ale Meotel-se-mr-Ua-m ol -laaal-Ual-tandh an -1 ileal ial-ac—len 


LUSTERLITE Stations are right, too. As showcédses for your products, 


1dal-p\arotolahdialel—mcomt-hadg-lonaial-\\molll-scelnal-1a—m-lale Ml oll ile ll a—Jo)-l-tal-y-11-1- mage] an 4-1- (a-mr- ale i 4-1- tae 


ham oX- YAM co ol Oli (oh dal- Wu ol-\-) ama e-balolams cele met-lal-Galelae ha Cl_landal—mida 1 
LUSTERLITE Service Station Payoff Calculator offered on the facing page. 
See for yourself how much more profit you add to your operation 
See when you 
how 


* UE" WS TEM 


PORCELAIN ENAMELED STEEL SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 


A DIVISION OF THE EAGLE-PICHER COMPANY 





= SELLING |S 


k with—the easier it is to sell Service” from selected stations. We pick stations, build 
TOTAL GASOLINES.” Both stations designed to sell. Bright, roomy, clean stations. 
’ Premium have the same Stations with built-in drive-in appeal. a “TOTAL BACK- 
nce is in octane rating ING.” Solid sales support. Point-of-sales displays. Traf- 
tory that sells. =» “TOTAL fic-building promotions. New and daring as Tenneco 
Ineco gasolines per- itself. Plus year 'round advertising. a More for you. We're 
Tenneco “Total Oils new. We're big. We're growing. Grow with us. Get more 
nes. a “TOTAL SERV- to work with. Get in touch with your Tenneco Repre- 
help jobbers and dealers sentative. He'll give you the full story. Help you grow. 
ervice. From training aids Keep you growing. # Contact Tenneco: TENNECO OIL 
tion about all cars. ‘‘Total COMPANY, P.O. BOX 18, HOUSTON, TEXAS. 


TENNECO—SIGNPOST FOR THE SIXTIES 


164 NATIONAL PETROLEUM NEWS * November, 196/ 





Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS e@ SUPPLY/DEMAND e@ MARKET OUTLOOK e@ MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Forecasts of gasoline consumption used by oil companies 
to determine sales quotas have been on the high side for the past year or so, 
indicating more factors are involved than have been considered 


Market Outlook: Freezing weather will be a special joy to midcountry refiners 
this year. Following the bad turn in gasoline prices between July and October, 
refiners count on a cold winter to boost distillate demand 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts; trend 
analysis, industry statistics and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 
Supply and demand Market barometer 
Market outlook Key crude oil prices 
Refinery/terminal prices 
STATISTICS Tank-wagon prices 
Petroleum indicators Prices in 55 cities 
State gasoline consumption NPN gasoline index 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 








MILLIONS OF BBLS. YEAR AGO 





DISTILLATE * 


RESIDUAL * 





NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 


Oct. Sept. 
1961¢ 1961 


Gasoline 

(regular) 10.96 11.28 
Kerosine 9.70 9.65 
Distillate 8.78 8.69 
Residual 4.69 4.66 
4 principal 

products 8.69 8.82 
Lube oil 24.59 24.59 
Crude at well 

($ per bbl.) 2.89 2.89 


*Weighted average price, princi- 
pal markets. Crude prices middle 
of month, not monthly average. 











TtThrough Oct. 13. 














* Hawaii included from March ’60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 
Kerosine (thous. bbl.) 
Distillate fuel oil (thous. bbl.) .... 
Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) .. 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) . 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) ..... 


*Through Oct. 13, except crude stocks, Oct. 7. 


Source of Data: API Weekly Reports, except 1960, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Exports of crude and refined products (thous. bbl.) ....... 


Average station gasoline price, ex tax (¢ per gal.) 
Service station sales—all commodities ($-million) 
Gasoline consumption (million gal.) 

Passenger cars—domestic shipments (thous. ) 
Trucks and buses—domestic shipments (thous.) 
Passenger-car replacement tire shipments (thous. ) 
Replacement battery shipments _— ) 

Oil burner shipments (thous.) . 


October 1961* September 1961 October 1960 


185,741 185,110 189,674 
36,329 36,265 36,547 
170,419 166,438 180,071 
49,982 50,080 50,003 
249,957 251,982 232,990 


7,908 
1,050 
80.8 


4,083 
387 
1,815 
831 


6,958 
1,015 


Latest Month Previous Month Year Age 
4,938 (July) 5,792 5,990 
19.87 (Oct.) 20.60 21.55 
1,614 (Aug.) 1,622 1,587 
5,678 (May) 5,037 5,421 

168 ( Aug.) 400 321 
56 (Aug.) 73 54 
7,266 (Aug. ) 6,389 6,687 
2,053 (July) 2,307 2,131 
44.1 (June) 38.1 46.9 
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Supply and Demand 





Demand Doesn't Meet Expectations 


Gasoline-consumption forecasts 
for past year have been high 


ISHING WON’T MAKE IT SO. Or so a 
comparison of figures on predicted demand 
and actual consumption of gasoline indicates. 
Various authorities now recognize that the fore- 
casts which oil companies use in setting up their 
sales quotas have, for the past year or so, been on 
the high side. Actual gains in demand have been 
less than anticipated. 


Predicted average third-quarter requirements for 
gasoline, 4,400,000 b/d, were below actual demand 
of 4,414,000 b/d in the same period in 1960. 
Third quarter needs were about 3% below the 
4,525,000 b/d forecast for this period. 

For the fourth quarter, earlier forecasts have 
been reduced to 4,200,000 b/d, which would be 
2% above actual requirements of 4,116,000 b/d 
for the same months in 1960. 


In the second quarter of 1961, actual gasoline 
demand of 4,370,000 b/d was nearly 2% below the 
earlier forecasts of 4,460,000 b/d and 50,000 
b/d below demand in the same quarter in 1960. 

For all of 1960, actual gasoline requirements 
were 4,183,000 b/d. This was lower than the 
earlier forecasts of needs for that year. 

One authority recently estimated gasoline demand 
for all of 1961 at 4,186,000 b/d, very near actual 
demand in 1960. The earlier forecasts of both 
Bureau of Mines and the supply and demand 
committee of Independent Petroleum Assn. of 
America had set the 1961 figure at 4,268,000 
b/d. 

The drop in aviation-gasoline consumption is one 
factor which is slowing down the rate of gain in 
over-all gasoline demand. Avgas and motor-fuel 





Gasoline Stocks by Refining Districts, 
(1,000 bb!., AP! data) 
x Sept.30 Change Change 
District 1961 Bbis. % 
44,416 +1,108 
31,755 —4,229 
76,171 —3,211 





Ind.-Ill.-Ky.-Minn.- 

Wis.-Dakotas... 38,631 37,880 — 751 

Okla.-Kan.-Mo. . . 17,815 + 887 
6 


036 + 329 
20,587 21,765 +41,178 
Total Inland... 81,853 


83,496 +1,643 

Total U. S. Except 
West*Coast.... 159,667 —1,568 
West Coast 26,181 24,910 —1,271 
Total U.S..... 187,416 184,577 —2,839 


++4++1 
Non 


E4 
a a) 
mov 
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GASOLINE CONSUMPTION CALENDAR 





I i} ij q ! 1 | T 1 
Percentage used monthly of the annual U.S. total. (API data) 
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use accounts for 93% of total demand. Avgas re- 
quirements of 69,819,000 bbl. in 1960 were 30% 
less than the year before. This decline is continuing 
as gas-turbine-powered aircraft replace piston- 
engined planes. Small but intangible factors in- 
fluencing motor-gasoline consumption are the 
growing number of small cars on the road, more 
second cars to one family, and highway conditions. 

Gasoline stocks at refineries the past two years 
have reflected the difference in forecast and actual 
demand. These inventories at the end of September, 
184,577,000 bbl., were nearly 3,000,000 bbl. less 
than the year before. However, stocks gained in 
most districts except the Texas-Louisiana Gulf 
Coast, where they were reduced more than 4,000,- 
000 bbl. to offset the drop in plant operations in 
that area during the hurricane period. Inventories 
on Sept. 30 were well above the 170,000,000 bbl. 
considered adequate at that date for fall and winter 
needs. The accompanying table compares stocks 
on Sept. 30, 1961, with those held on Sept. 30, 
1960. 

The gasoline-consumption calender (see chart) 
indicates that consumption from month to month 
is less unequal than it was 10 to 15 years ago. 
This results in the months of greatest consumption 
accounting for a smaller percentage of the annual 
total than formerly. The figures include consump- 
tion of both motor gasoline and aviation gasoline. 

It appears that consumption forecasters may in 
the future have to give greater attention than they 
have to details other than traditional seasonal 
fluctuations. w 





Market Outlook 





Hope and Tighter Margins 


REEZING WEATHER will be a special joy to midcountry refiners this year. 

They’ve been hurt by the bad turn in gasoline prices between July and October. 

Now they’re counting on early cool weather to have distillates produce a bit more 
cash out of the crude barrel. At least, they’re hoping. 


Refiners have a few things going for them this heating season. Progress begun 
in Group 3 light-fuel prices in October seems likely to accelerate in coming weeks. 
Product is tight. Many refiners would like to buy. They believe, too, that there’ll 
be no soft-priced product bumbling into their markets from the Gulf Coast this 
year. 


Suppliers appear set to demand better wholesale netbacks at the first sign of 
consumer refilling. This is particularly noticeable in Chicago’s usually first-to- 
weaken, last-to-firm market. October may have seemed slow, but it was given 
over largely to eliminating discounts and cleaning up accounts receivable. Instead 
of untested price hikes while the range low was softish, suppliers chose self 
restraint. They’re betting now on steadier prices when the selling gets good. 


Outlook is that you can look for midcountry wholesale hikes without tugging 
from tank wagon. Obviously, this means the spread between wholesale and retail 
will narrow. Primary suppliers are saying the trend toward lower distillate con- 
sumer postings will be sharper this winter because of the campaign against gas. 


irony in Gasoline Pricing 


The trade has to go back to 1949 to find such a low price for gasoline—and for 
third-grade to boot. In January, 1949 the price for white gasoline (60 oct. & below) 
was 9.5¢ gal., FOB Group 3. On Oct. 9, 1961, the price for 91 oct. regular- 
grade gasoline meeting Great Lakes Pipe Line specifications also was priced at 
9.5¢ gal., FOB Group 3. Supplier makes the comment—“Too bad we still don’t 
quote on third-grade, it might have acted as a backstop during the slide in 
regular-grade prices.” 


Sun's Sales Pitch Renewed 


Sea-Way, out of Crown Point, Ind., has come out with Sun Oil’s long-used gaso- 
line sales pitch: Premium at the price of regular. In an area shot through with 
multigrade and “tane” offerings, Sea-Way will be selling its single grade at, or 
1¢ below, major brands of regular. Company starts with five outlets and has am- 
bitious plans for 95 more within six months (NPN—Oct. p30). 


Key Crude Oil Prices (As of oct. 15) NPN Gasoline Index 


United States Dealer T.W. Tank Car 
California 


Wilmington, 31 gravity . - yeege (cents per gal.) 
Texas : October 15 . 11.80 
ene sour, 36 gravity ......2.79-2.93 sietitindine 16.22 12.10 

Oklahoma sweet, 36 gravity ......2.62-2.97 Year earlier . 12.91 
Williston Basin 

North Dakota, 36 gravity ........ 2.47-2.87 


Pennsylvania ; ; 
a rN ek ee 4.80 Dealer index is an average of dealer tank wagon 


Canada ; prices ex tax in 50 cities. 
Alberta 
ne: MOM 55. Ales Cees ee Os 2.48 : 
Venezuela Tank car index is weighted average of following 
ee wpa FOB La Salina, wholesale markets for regular-grade gasoline, FOB 
ene a” oe vee DBS refineries or terminals: Oklahoma, Chicago District, 
Persian Gulf, FOB Ras Tanura Minneapolis-St. Paul, California, Philadelphia, Jack- 
PO Oe I ic tok os scans vear 1.80 sonville, Boston and Gulf Coast. 
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CENTS PER GALLON 


¥ 
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: 
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a. 
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1.20 
1.00 
.80 
.60 


REGULAR GRADE 


COASTAL 
GRAV. LOW COLD 


No. 6 FUEL - 


53 55 57 59 JFMAMJJASOND 
1961 


SPREAD: 
OVER CRUDE 


YEAR 53 55 57 59 JFMAMJJASOND 
1961 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, = fuel, heavy fuel)—7 refinery 


markets and 7 crude pro 


November, 


ucing areas east of California. 
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CENTS PER GALLON 


Market Barometer 





REGULAR GRADE 


No. 2 FUEL 


36 GRAV. MID-CONT. CRUDE 


—t 
No. 6 FUEL tL 


YEAR 53 55 57 59 JFMAMJJASOND 
1961 


DOLLARS PER BARREL 


1.20 
1.00 
.80 
.60 


SPREAD: | 
OVER CRUDE 


YEAR 53 55 57 59 JFMAMJJASOND 
1961 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 7 crude producing areas, including California. 








Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price ——“isisi oll. shore eee 
Service, NPN‘’s associated publication. Arrows No. 2 fuel H1.2-11.5 
indicate upward and downward movement of 

the price preceding the arrow. Prices as of 

Oct. 16. Last previous listing: Sept. 15. 
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bunkers... ....$2.30 
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SRe2se8 
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Beston, Mass. 
Kerosine, No. 1. .10.9-11.4 Mobile, Als. 
No, 2 fuel 9.9-10.4 
plants... 10.$-11.3, No, 2 fuel. -.....10.3-11 
No. Stfuel.......$3.50-3 
fuel, no 


88 
RR 
Hy] 


2 
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98 oct. pri 
$3 oct. 


eaten Sages See 


+ +2013. 75W-14.25 

rem. 13.25W-13.75 
ten = 12.75 
oeeeeel 25W-11.75 


em... a fd 
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Saree Distillates & Fuels 


ee _ 
panes 1ST ne Loe 
Bek oa 41 us oh eas. . bunkers... .. ..$2.52 
wed fm -$2.30A-2.40 Sie or Keroie, Ni No.1. .11-1-11.3 
max 1% sulf...$2.554 No. 2 fuel.......10.1 





14.5-16.8 
12,5-13.8 


11.25-12.75 Pensacola, Fis. 
Kerosine, No. 1. .12 
No. 2 fuel.......11.1 
a 
Mbaviied 9.5¥-10. A 
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Philadelphia, Pa. 
teers, No. 1. .10. ete 
r : 


ker 
bunkers... .. ..$2.37 


Portland, Me. 
a=. 11.5 
No. 2 fuel. ......10.5 


So Group (Nerthern shpt.) 
hevesion. aaubucs 9.75A-10 
58 & above onal 9.5-10 
om ee ™ 
No. 2 fuel....... 8. Hye: 15 
No. 6 fuel 
Nertheast Texas 
Ay Ft. Worth/Dailas) 
w.w, 
58 & above d.i. 
sce ghee 9.75-10.5 
.20-2.50 
New Mexico/W. Texas 
10.5-11.25 
*...10.5-10,75 


Kansas (for Kansas destinations only) 
42-44 w. 
10.375-10.875 


36-40 gravity jai 10: 3 


Californie—Les Angeles Dist. 


stove dist. 
3. |S 8.25-12 
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Refinery and Terminal Prices 





Pacific Coast 
Ships’ bunkers, or deep tank lets 


panne $5.09 


Bunker C—PS 
400. .. 2. 2.202 00$2.20 


San Fi Call. 
Diesel—PS 200...$5.30 
Bunker C—PS 

QD. .. cco mcoanhe.25 


Seattle, Wash. 

Diese’—PS 200...$5.59 

a 
bencksccoen aston 


Mexico 
Ships’ bunkers: US dollars per bbi o 
168 liters 


Diesel oo an a $5.89 
Bunker C........$2.80V 


Tamp'co 
Diesel 
Bunke: C 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe 


Lubricating Oils 


Western Penna 
oom Neutrais—No. 3 Col. Vis. at 
¢F. 


_ememwen™ 
—— 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210°, neutrals, 
vis. at 100° 0-10 p.p. 


10-25 Le p. | 
120 vis. 
0-10 p. * Maacec aud 23 


Bright Stock— 
150-160 vis. 
0-10 p.p., 95 vis. .26-27 


Coast 

Solvent Refined Oils from Mid-Con- 
tinent grade ciude: FOB ship at Gulf for 
export. 

Bright cum vis. at 210 

150-160 

0-10 p.t. ‘5 v.i....26-27 

Neutral t-te at be v.L 0-10 p.t. 


South Tex: 
Vis. at 100° rr, FOB S. Tex. refineries for 
sti and/or export shipment. 





lines may originate in any Mid-C 
district. Prices on basis of ast sale unless 
otherwise designated. 

FOB Group 3 

Grade 26-70 

4.5¢ 


FOB Breckenridge, Tex. 
ea 26-70 


LP-Gas 


Producers’ eo prices, tank cars 


flew York 


sane 
: PP: Pe: 


SELSSEls 
ze: 


HH 


Sei g 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 


New York City 


PUns Pow 
AMVIONOOwWW OBMPAOCSONNVWN 
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axes: NYC prices are ex 3 ty ales tax; Syracuse prices ex 


Discounts: 
of 800 gal of more. 


Kerosine tank wagon prices also do not in- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in 
October 15, 1961, as posted by principal mar- 
keting companies at their headquarters’ offices, 
but subject to later correction. 


: 
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: 
8% 


2 sales 
heat—NYC (all boroughs) & in = + 0.5¢ for deliveries of 300 gal. or more, Mobilfue! Diesel—All points, tw. less 0.5¢ for deliveries 


Motes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other Lc. prices FOB bulk terminals, 


2-Kerosine, Mobiftheat (No. 2) and Mobil Special (No. 4) are subject to 0.5¢ seasonal 


Atlantic 
Refining 


Philadelphia, Pa.............. 
Readi « 


et tet at tet Pt fl eh De 


- 


— 


17.4° 
17.5° 
i6.3° 
16.9° 





@Poooocoo oo Ooo COMMOSOOO OOO OOOO: 


BARA AH HG Gon on Gn 





= 


Hi Fuels 
Pe ad No. 6 
9.4 7.81 
Notes: Premium-grade oo see 3.5¢ above regular. Kerosine-Penna. add 1¢ gal for 
aa one time. Camden—Add 1¢ for deliveries of 100-299 gai, 
er . 
a—Tem net may be in effect in certain areas from time to time In response 


and federal taxes only. 
e—Fair-trade retail prices are in effect. 
*Prices subject to 0.5¢ gal seasonal discount except Charlotte, 0.4¢ gal§seasonal dis- 


count. 
tPrices subject to 1¢ gail seasonaljdiscount. 


172 


ince, 


Humble 
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PCCCO COC OO O~1B DWDM MDWOOOwWO 
ee et et te 
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Spartanburg 
New Orleans, La.. 








wmocooococococoeeocoseooseooooeooo So: 





eat et et 


Nashville.......... qn cecccces 
Little Rock, Ark. 
*Prices apply for kerosine only. 


— 





Mowark, W. J......ccesscccccvccovccsccecces acne es nae VO $3.20 
wercomene San 3.40 


Baltimore, Md ; 0 
Washington, D.C. 1,050 gal minimum,.........ccccesmvae 4,66 3.43 
Notes: Kerosine/No. 1—Atiantic ry Ay Newark pene are for deliveries of 300 gal 
see: ian 100-299 gal, 2¢ for less than 100 gal. Premium-grade tw. prices 
5¢ above regular. 
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(a) See below for prices on larger quantities. (b) 14.9¢ for 750 gal & over. 
American Furnace Stanolex Fuel A Stanolex 
100-399 400 gal 1-749 760-1,489 1,500 gal 1-1,499 
& over gal ga: & over gal 
Chicago. 14.9 14.4 10.7 10.45 9.95 10.55 


Zover & over 
Minneapolis-St. Paul..........nna= 16.8 16.2 15.7 ine 
— 15.1 


American Furnace Oli 
100-174 —— 850 gal 1 gal 


Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace 
olf prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to 
be added, where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 

N.B.: Established tank wagon prices are shown above. 

Some temporary prices may be In effect in one or more localities. 


Texaco 


Fire Chief Gasoline 
(Regular) 


Continental Oil 


Dallas, Tex... 
Ft. Worth... 
Wichita Falls. 
Amarillo..... 


Paso..... 
San Angelo. . 


6. 
16.4 
16.4 a 
Gasoline taxes 9¢ 
Notes: Prices are for min. 25-gal. de- 
liveries. Gasoline—Premium-grade tw. 
tices 3.5¢ above regular. Kerosine— 
tices apply to dealers & consumers. 


Kentucky Standard 


T.W. Taxes T.W. 
Atianta,Ga.. 16.9 10.5 16.9 


Birmingham, 

Ala. 16.8 12.0 16.8 
Jackson, Miss. 17, 11.0 17.1 
Jacksonville, 

Fla. 16.6 11.0 16.9 
Louisville, Ky. 16.7. 11.0 17.1 

Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; 
Mississippi 0.5¢. 


Note: Current net prices may differ 
from those listed because of temporary 
local conditions. 


Taxes: Gasoline taxes include these 
city taxes; Albuquerque & Roswell, 0.5¢; 
Santa Fe, Cheyenne & Casper, 1¢. 


ee St i atin 
ine prices a eliveries 
of less than 200 gal; 3p 499 gal, ded uct 
0.5¢; 400 gal & over, deduct 1¢. 

Notes: Premium-grade t.w. prices 3.5¢ 
above regular. 


*Consumer price 1.7¢ gal nigher, 
tConsumer price 1¢ pe ny 
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Tank Wagon Prices 


Standard of Ohio 
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Youngstown 
Zanesville : 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 
1¢, 1-49 gal, add 2¢. Premium-grade prices: consumer tw. & S.S. 4¢ above regular, 
resellers 3.5¢ above regular S.S. prices are at company-operated stations. 


Standard 


of California 
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Prices are tank truck postings, ex all taxes, ap- 
lying for deliveries of 400 gal or more; see 
low for other deliveries. 


0 
Salt Lake City, Utah 
Honolulu, Hawaii... 
— Alaska. . 


tTemporary subnormal prices are established on motor gasolines only, al! forms of 
delivery, to all classes of trade other than Chevron Service Station dealers (separately 
handied), at 2¢ gal below prices shown, except Reno, 1.5¢ gal below. 

*Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ state tax; all prices are ex-Hawailan 
gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deliveries— 

Chevron (regular}—Add to 400-gal-and-over price 1¢ for 40-199 gal. 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; ‘for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
4¢ higher than Chevron (regular) for quantity delivered at ali points except Sait Lake 
City, 3.5¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. 

Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal. 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 


(Prices are per imperial gal; to arrive at price per U. S. 
al. subtract 1/6th). Esso Furnace 
Gasoline 


Gasoline 
Taxes 
St. John’s, Nfld : 21.7 
Halifax, N. S. ‘ 20.7 
St. John, N. B ‘ q 22.7 
Charlottetown, P. E. I . \ 23.2 
Montreal, Que . . 21.6 
Toronto, Ont... . ‘ 7 22.1 
Hamilton, Ont. ‘a f 22.1 
Winnipeg, Man. 25.5 
Brandon, Man. 25.1 
Regina, Sask... 22.2 
Saskatoon, Sask. 24.4 
Calgary, Alta 21.4 

Edmonton, Aita, 3 
Wameneeh, BGs oc cicsescvsess 22.4 

Taxes: Gasoline taxes are provincial taxes. Above product prices include federal sale® 
tax of 11% applied to manufacturers at the manufacturers’ level. 

Note: Premium-grade t.w. 5.0¢ above regular. 

*Subject to 1¢ gal. allowance. **Subject to 1.5¢ gal. allowance. ¢Subject to 2.1¢ gal. 


Imperial Oil 


Kerosine Ne. 2 Fue 
T.W. 
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ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 





New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 


SYSTEMS 39-30Nn 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes Service are shown below. Figures are P f er gal; (i) and (d) indicate increase or de- 
in 55 supneneutatiee cities on October October 1, 96, & compiled by Platt's OILGRAM Price — as compared with September 1, a ‘Qits only motor fuel taxes 
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Great Falls, 

Boise, Idaho 

Salt Lake City, Utah 
Reno, Nev 


Phoenix, Ariz, 
Los Angeles, Calif... 
San a Calif... 
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*includes 0.5¢ city tax. e*includes 1¢ city tax. ***Includes 1. 5¢ city tax, 
tRevised Sept. average: 20.60¢. 











FERTILIZERS FOR THE MEXICAN FIELD 


Before the end of this year two 200-ton a day an- 
hydrous ammonia plants will be put on stream in Mexico, 
and a third one of equal capacity is to be installed in the 

‘near future to complete the fertilizer branch of the 
basic petrochemicals division of Petréleos Mexicanos 
(PEMEX). The first of two dodecilbenzene plants has 
been in operation since March 1960, and other units 
are in course of construction to produce aromatics, 
plastics, fibers, tetraethyl lead and basic materials for 
synthetic rubbers. 


One of the ammonia plants is located in Minatitian, 
a river and sea port on the Gulf of Mexico at the 
Isthmus of Tehuantepec, near the southern gas fields 
and side by side with an oil refinery. It is intended 
to supply ammonia to private operators and to export 
its surpius production. Initial operation started in the 
middie of October. 


“Fertilizantes del Istmo, S. A.”, a private firm now 
initiating their industrial activity, is producing nitric 
acid and nitrate of ammonia on the basis of PEMEX 
supply, and as soon as additional equipment is ready to 
operate they will produce sulphuric acid, triple superphos- 
phate and urea, importing their phosphoric rock from 
Florida. These fertilizers will be distributed along the 
Pacific and Gulf coasts of Mexico and shipped abroad. 


The second ammonia plant will go on stream in 
December. Its location in Salamanca, the center of a 
most important farming area, offers a natural domestic 
market for fertilizers although gas comes to the plant 


PETROLEOS 


from the southern gas fields, 649 miles away, through 
a new gasduct now in operation. 


Also in this case private interests coordinate their 
activities with PEMEX to bring final products to the 
farmer. Half of the anhydrous ammonia production 
will be taken over by ‘‘Fertilizantes del Bajio, S.A.’’ to 
manufacture urea, and the rest will go to several smaller 
firms to mix various formulae of solid fertilizers, or to 
distribute the original product among croppers. 


Both plants are designed for growth as the increases 
in demand require. Additional 200-ton units will be 
installed to enlarge production of anhydrous ammonia 
on either of the two locations or on both of them. 
Planning is based on the convenience of building large, 
modern and efficient plants to be operated at the lowest 
possible cost per ton. 


Engineering and supervision of construction for the 
Minatitlan plant was in charge of the Lummus Com- 
pany, and the Fluor Company took the responsibility 
of the Salamanca unit. 


One of the great problems of Mexico is land exhaustion 
due to century old cropping on unfertilized soil, man 
of the areas being one-crop lands. The program devel- 
oped by PEMEX in cooperation with private enterprise, 
with a view to provide the farmer with abundant supply 
of varied fertilizers at reasonable prices, will offer a 
way out to Mexican agriculture pressed for larger and 
more diversified production by a fast growing population. 


MEXICANOS 
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District of Columbia... .......: 


Florida. . 





Coming Meetings 





NOVEMBER 


National Lubricating Grease Institute, 29th 
annual meeting, Rice Hotel, Houston, Oct. 
29-Nov. 1. 


Petroleam Packaging Committee, Packaging 
Institute, Fort Shelby Hotel, Detroit, Nov. 
6-7. 


Society of Automotive Engineers, national 
fuels and lubricants meeting, Shamrock Ho- 
tel, Houston, Nov. 9-10. 


National Oil Jobbers Council, Hotel Morri- 
son, Chicago, Nov. 8-11. 


American Petroleum Institute, 4ist annual 
meeting, Conrad Hilton Hotel, Chicago, 
Nov. 13-15. 


API Division of Marketing, annual 
Congress Hotel, Chicago, Nov. 13-15. 


Society of Independent Gasoline Marketers 
of America, annual meeting, Pick-Congress 
Hotel, Chicago, Nov. 12-14. 


Mississippi LP-Gas Dealers Assn., semi- 
annual meeting, King Edward Hotel, Jack- 
son, Nov. 26-27. 


American Society of Mechanical Engineers, 
annual winter meeting, Statler Hilton Hotel, 
New York City, Nov. 26-Dec. 1. 


DECEMBER 
Oil Industry TBA Group, international sec- 
tion, Chase-Park Plaza Hotels, St. Louis, 
Dec. 3-5. 


Interstate Oil Compact Commission, annual 
meeting, Denver Hilton Hotel, Denver, Dec. 
4-6. 


The Asphalt Institute, Hotel Shoreham, 
Washington, D. C., Dec. 4-7. 


JANUARY 1962 


automotive engineering congress 
tion, Cobo Hall, Detroit, Jan. 8-12. 


Kentucky Petroleum Marketers Assn., 36th 
annual meeting, Brown Hotel, Louisville, 
Jan. 16-18. 


Independent Oil Mens Assn., annual meeting, 
Statler Hotel, Boston, Jan. 17. ° 


Northwest Petroleum Asm., annual meet- 
ing and trade show, Hotel Radisson, Min- 
neapolis, Jan. 17-18. 


Kansas Oi] Men’s Assn., annual meeting, 
Broadview Hotel, Wichita, Jan. 21-23. 


Automotive Accessories Manufacturers of 
America, exposition, McCormick Place, Chi- 
cago, Jan. 29-Feb. 1. 

Arkansas LP-Gas Assn., semiannual meet- 


ing, Hot Springs (date unknown at publica- 
tion). 
Michigan LP-Gas Assn., annual convention, 


Pantlind Hotel, Grand Rapids (date un- 
knewn at publication). 
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FEBRUARY 


Private Truck Council of America, annual 
ioe Statler-Hilton Hotel, Detroit, Feb. 
-2. 


Missouri Oil Jobbers Assn., annual con- 
vention, Chase Hotel, St. Louis, Feb. 11-15. 


Iowa Independent Oil Jobbers Assn., annual 
meeting and trade show, Hotel Fort Des 
Moines, Des Moines, Feb. 21-22. 


International Automotive Service Indus- 
tries show, Navy Pier, Chicago, Feb. 28-Mar. 
3. 


Wisconsin Petroleum Assn., annual meeting 
and trade show, Hotel Schroeder, Milwau- 
kee, Feb. 28-Mar. 1. 


Indiana LP-Gas Assn., annual meeting 
and trade show, Claypool Hotel, Indianapo- 
lis, Mar. 46. 


Illinois Petroleum Marketers Assn., an- 
nual meeting and trade show, Hotel Morri- 
son, Chicago, March 13-14. 


Ohio Petroleum Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 21-22. 


Iowa LP-Gas Assn. annual spring con- 
vention, Hotel Kirkwood, Des Moines (date 
unknown t publication). 


APRIL 


National Petroleum Refiners Assn., an- 
nual spring meeting, Granada Hotel, San 
Antonio, April 1-4. 


Assn. of Eastern Petroleum Credit Mgrs. 
annual meeting, Golden Hilton Hotel, Pitts- 
burgh, April 2-4. 


Fuel Merchants Assn. of New Jersey, an- 
nual convention and trade show, Hotel 
Haddon Hall, Atlantic City, April 4-6. 


> Oil-Heat Institute of America, annual 
meeting, Conrad Hilton Hotel, Chicago, 
April 8-12. 


National Oil Fuel Institute, annual oil-heat 
and air conditioning exposition, Conrad 
Hilton Hotel, Chicago, April 9-12. 


Virginia Petroleum Jobbers Assn., annual 
meeting, The Homestead Hotel, Hot Springs, 
April 9-10. 


Assn. of Nebraska LP-Gas Dealers, annual 
meeting, Hotel Castle, Omaha, April 15-16. 


Mississippi LP-Gas Dealers Assn., Edge- 
water Gulf Hotel, Edgewater Park, April 
22-24. 


Michigan Petroleum Assn., annual meet- 
ing, Detroit-Leland Hotel, Detroit, April 
24-25. 


Independent Petroleum Assn. of America, 
mid-year meeting, Hotel Muehlebach, Kan- 
sas City, April 29-May 1. 


Liquefied Petroleum Gas Assn., annual 
convention and trade show, Conrad Hilton 
Hotel, Chicago, April 29-May 2. 


»API Division of Marketing, Fuel Oil Com- 
mittee meeting, Camelback Inn, Phoenix, 
April 30-May 2. 





Seminar in 

Executives, fall session, NYU School 
of Retailing, New York City, Oct. 23- 
Nov. 3. 


Michigan Petroleum Assn., Michi- 
gan State University, East Lansing, 
Jan. 22-24. 


Nebraska Petroleum Marketers, 
University of Nebraska, Lincoln, Feb. 
6-8. 


mlowa Independent Oil Jobbers 
Assn., Continuation Center, State 
University of Iowa, Iowa City, March 





MANAGEMENT INSTITUTES 


Northwest Petroleum Assn, Oil 
Men’s Club, Nicollet Hotel, Minn- 
eapolis, March 5-9. 


Kentucky Petroleum Marketers 
Assn., University College and Brown 
Hotel, Louisville, March 19-22. 


®South Dakota Independent Oil 
Men’s Assn., Huron College, Huron, 
March 27-29. 


Missouri Oil Jobbers Assn., Uni- 
versity of Missouri, Columbia, April 
10-11. 


®North Carolina Oil Jobbers Assn., 
University of North Carolina, Chapel 
Hill, April 16-20. 
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MONRO-MAl 


SHOCK . 
ABSORBEF’ 


Shock absorber sales increased 70% with the Monroe Demonstrator, reports Frank Gottman, E. Dearborn, 
Michigan. He is one of thousands of dealers cashing in heavily on the Monroe “Barrel of Profits.’’ 


SELL We «SHOCKS BY THE BARREL! 


JOIN THOUSANDS OF DEALERS WHO ARE 
PUTTING THIS NEW FREE DEMONSTRATOR TO WORK! 


Dealers across the country are happily discovering the 
Monroe BD-18 “barrel of profits’’ deal to be one of the THIS IS ONE DEAL YOU CAN’T PASS BY! 
best money-makers in years. Packed in a steel barrel that 
doubles as an eye-catching display piece are 14 of the most 
popular Monro-Matic shocks and 4 Super Load-Leveler® BD-18 ASSORTMENT FREE! 
stabilizing units. Fastened to the underside of the barrel 14 Monro-Matic shock absorbers $10 Shock Demonstrator 

lid is a shock absorber demonstrator. Flip the lid, weight 4 Super Load-Levelers 2 Shock Absorber Window Banners 
the barrel with sand or water, and the comparison demon- Your selling price. . . . . $228.20 $5 Painted Barrel Test Stand 
strator is set to sell shocks like you’ve never sold them Cost. . . 140.90 10 ft. Plastic Outdoor Banner 
before! The experience of thousands of dealers shows that YOUR PROFIT ... . $87.30 100 Handout Leaflets 
customers just can’t resist trying the demonstrator. And 
once they compare for themselves the action of a worn 
shock with a new Monro-Matic, the sale is a cinch! 


See your Monroe jobber today! 


MONROE AUTO EQUIPMENT CO. 
MONROE, MICHIGAN 
Monro-Matics get a mighty push from a sweeping adver- World’s largest maker of ride control products, 
tising campaign that hits month after month in Lire, THE ornare Pramas nage 3 oe 
SATURDAY EVENING Post, Look, HoLipAy and Sports Ghanian Sn Sidon MEXx-PAR, Box 28154, 
ILLUSTRATED; POPULAR MECHANICS, POPULAR SCIENCE Mexico City. 
and MECHANIX ILLUSTRATED; FIELD & STREAM, OUTDOOR 
LIFE and SPorRTS AFIELD . . . and Bill Stern’s ‘““Monroe 
Sportsreel’”’ on more than 375 stations of the Mutual 

radio network. 
























































FOR THE FOURTH STRAIGHT YEAR, ALL OF AMERICA’S CAR MAKERS HAVE CHOSEN TYREX 


TYREX INC., Empire State Bidg., New York 1, N.Y. TYREX (Reg. U.S. Pat. Off.) is a collective trademark of TYREX Inc. for rayon tire yarn and cord. 
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ca ae 
NO “NYLON THUMP!” 



































RAYON TIRE CORD AS STANDARD EQUIPMENT FOR THEIR NEW CARS...’NUFF SAID! 


y, 2 LEX see. TIRE CORD 
TYREX rayon tire yarn and cord is also produced and available in Canada, RI D ES S M O OTH = R ! 


November, 1961 + NATIONAL PETROLEUM NEWS 179 





Martin Oil Service Uses 
HIGH-VOLUME FRUEHAUF TANKS! 


FRUEHAUF ALUMINUM TANK-TRAILER—for hauling all 


types of petroleum products, plus liquid fertilizers, water 


white chemicals, etc. 


FRUEHAUF STEEL PETROLEUM TANK-TRAILER—for haul- 


ing gasoline, kerosene, benzine, lubricating oils, alcohol, 
solvents, diesel fuel, and aviation fuels. 


Extra-bonus gallonage, built-in quality, greater 
weight savings are all prime reasons why petro- 
leum haulers have made Fruehauf Tank-Trailers 
the industry’s most popular transports. 


Martin Oil Service, Blue Island, Illinois, is 
one of hundreds of petroleum haulers across the 
nation who have found that Fruehauf Tank- 
Trailers increase their hauling profits. Why not 
talk with your Fruehauf representative about 
the complete Fruehauf line? Find out how Frue- 
hauf dependability, safety and quality features 
can reduce your cost of doing business. 


% Discs 


FRUEHAUF ALUMINUM TANK-TRAILER—7100 SERIES— 
for hauling gasoline, chemicals, fertilizer, kerosene, benzine, 
lubricating oils, alcohol, solvents, diesel and aviation fuels. 


“ENGINEERED TRANSPORTATION” —The Key to Transportation Savings 


IEE ONE 
4 


FRUEHAUF TRAILER COMPANY 


10940 Harper Avenue °« 


Detroit 32, Michigan 


5137 South Boyle ¢ Los Angeles 55, California 
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L. T. White: ‘The man who makes customer contacts is more important than top management and sadly neglected.’ 


‘The Man Who Made Jobbers Rich’ 


L. T. White has spent 
most of his career 

at Cities Service aiding 
the small 

businessman. 

His retirement only 
means he'll use his 


home as headquarters 


BF ecesnmmenegyoct MAN with a 
consuming interest in the small 
businessman and his problems is 
something of a rarity. But L. T. 
White, retiring Cities Service vice 
president, director and manager of 
business research and education, has 
dedicated himself to helping small 
businesses prosper. 

Lysander Thomas White, a native 
of Fremont, Ohio, has spent 46 of 
his 65 years in the oil business. A 
broad-shouldered, balding man with a 
rich stock of tales to tell, L. T. is 
always in demand to speak at jobber 
meetings and management institutes. 
Sometimes referred to as “the man 
who made jobbers rich,” he once 
worked as an independent jobber and 
dealer himself. 

Making a Profit—It was during the 
war years, when gasoline was severely 
rationed. L. T. and Cities Service felt 
there was still a way to sell oil to the 
consumer, even though lube and spe- 
cialty products were the only oil prod- 
ucts not rationed. “We sold the cus- 
tomer oil changes and lube jobs by 
showing him he’d get more miles per 
gal. on the amount of gasoline he was 
permitted,” says L. T. “All during the 
war years the jobbership in Trenton, 
N.J., showed a profit.” 

Teaching small businesses how to 
make money has been L. T.’s main 
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interest throughout his career with 
Cities Service. He began with an upper 
New York State utility, a Cities Serv- 
ice subsidiary. (At the time, Cities 
Service was in gas and atilities only.) 
L. T. worked as a new-business rep- 
resentative, talking to each of the 
utility's gas customers. Whenever 2 
customer complained, L. T. heard 
about it, reported it to his manager, 
and returned the next day to tell the 
customer his complaint had been 
acted upon. “Today they’d call it 
market research,” he smiles. 

Helping the Customer — It was 
while he was in this position that L. T. 
met and began to work closely with 
Henry Doherty, founder of Cities 
Service. He was a kind of salesman/ 
troubleshooter for Doherty, constant- 
ly following through on Doherty’s 
ideas of improving service for the 
customer. 

When oil was discovered on Cities 
Service gas leases, Doherty got into 
the oil business. L. T. left the utilities 
end of Cities Service in 1932 and got 
into oil marketing as sales-promotion 
head. From there he went into sales 
research, and in 1949 became man- 
ager of business research, and edu- 
cation—a unique position not found 
in any other oil company. 

Believing that the man who made 
the customer contacts was “more im- 
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About Oil People 





portant than top management” and 
“sadly neglected,” L. T. took a major 
role in the formation of the first man- 
agement institute in 1951, sponsored 
by the Texas Oil Jobbers Assn. To- 
day, ten years later, every NOJC 
member association sponsors at least 
one management institute a year, 
greatly due to L. T.’s hard work and 
constant urging. 

The Humorous Approach — “The 
strength of the management institutes 
lies in the ability of men to gather to 
learn,” he feels. “But when those who 
need it most don’t attend, the man- 
agement institute is weakened. Many 
resent education and are afraid of ap- 
pearing ignorant.” To combat this 
fear, L. T. has strived to bring edu- 
cation to the average man’s level. 
“Humor is the bridge that can fill the 
gap,” he feels. Over the years L. T. 
has collected 7,000 jokes on business 
situations to illustrate points he wants 
to make. A sample: “Some men raise 
cattle, some corn, women raise chil- 
dren; somebody ought to learn how 
to raise capital.” 

Another of L. T.’s interests is dis- 
tributive education. Mixing practice 
with theory in DE courses today will 
result in a better oil marketer tomor- 
row, L. T. feels. He’s been very active 
in working with the University of 
Tulsa and Western Michigan Univer- 
sity where DE programs now exist, 
and promoting the programs to col- 
leges who are now considering it. 
“The main trouble we have is getting 
service-station dealers to hire students 
for 15 or 20 hours a week.” 

Scholarships for Students — Now 
that he’s retired, L. T. isn’t getting 
out of the business-education field. In 
fact, hell be working harder than 
ever visiting companies and private in- 
dividuals to ask their support of a 
scholarship program for DE _ stu- 
dents. The scholarship would pay 
their first three months’ wages at a 
service station, thus giving the dealer 
a chance to see DE education at 
work. From then on, the dealer would 
pay the student’s wages. 

L. T. and his wife Olive have taken 
an apartment at 2601 Woodley Place 
N.W., Washington 8, D. C. “We 
looked over the country for two or 
three years before deciding on Wash- 
ington. Mrs. White chose the capital 
because it’s devoted entirely to peo- 
ple.” 

Although he officially retired last 
month from Cities Service, L. T. will 
still attend the NOJC meeting this 
month in Chicago. “I told them I 
couldn’t make it because I’ve hung 
up my expense account, but every- 
one has insisted i be there.” 
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Moore: Never misses a chance 


Steve Rondon 


Room enough for two? 


Jack Rondon 


Footnote: Pacific Conference 


HERE ARE some personal notes 
from the Pacific Oil Conference man- 
agement institute in Eugene, Ore. 


>Kent Moore, Hancock jobber, Los 
Angeles, never misses a chance to 
talk flying. He did so with the pilot 
of a Mobil Oil plane on a trip from 
Los Angeles to Eugene. 

Moore is one of a growing fra- 
ternity of flying oil distributors. He 
has 800 hours, belongs to the famous 
“Sky Roamers” club, which operates 
35 planes for its members. 


>The flyingest distributorship on the 
West Coast is Wickland Oil, Orland, 
Calif., with three pilots and plane. 

Boss Al Wickland has 2,000 flying 
hours, flew his own Beechcraft Bon- 
anza to the Eugene meeting. He says 
it only takes him 50 minutes to fly to 
his farthest station, but 442 hours to 
drive it on mountain roads. 

Wickland’s other pilots are Marvin 
Forbes, merchandising manager, and 
Bob Campodonico, credit manager. 
Wickland didn’t know Campodonico 
had some 3,500 hours until after he 
hired him. 
All-American fullback G. A. (Gap) 
Powell, Rio Grande distributor, Los 
Angeles, took time out at Eugene to 
visit his alma mater, Oregon State, in 
Corvallis. 

Powell was Oregon State’s first All- 
American (it was Oregon Aggies then). 


He received the honor in 1921 from 
Athletic World magazine. 

Active in alumni affairs, Gap said 
he wanted to look over this year’s 
team and visit his fraternity, Sigma 
Alpha Epsilon. 


There are two Rondons in Cali- 
fornia oil marketing now—and the 
state reportedly has had some trouble 
trying to figure out what to do with 
one. 

Jack Rondon has joined his brother 
Steve in S. E. Rondon Co., Rocket 
and Rio Grand distributor, Los An- 
geles. Jack was formerly district sales 
representative for Minute Maid fro- 
zen foods in Wisconsin. 

How does Jack find oil marketing? 
“Volatile,” he says. 

“I should have had him long ago,” 
says brother Steve. 


The speech of Otis H. Ellis, general 
counsel of National Oil Jobbers Coun- 
cil, to the Pacific Oil Conference was 
his first to West-Coast marketers. In 
fact, it was the “Deacon’s” first visit to 
Oregon. 

The only states he hasn’t visited 
now are Washington and Alaska. 

Another first for Ellis: It was the 
longest he ever stayed at any state 
meeting of distributors—Wednesday 
through Saturday. 

(For more on the POC manage- 
ment institute, see page 37.) 
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Your complete station equipment package...from Wayne 





Model 400 Model 420 





WAYNE 400 SERIES ISLAND PUMPS 


For marketing situations calling for standard dispensers, 
Wayne offers the low-silhouette 400 Series. Featuring 
Wayne’s exclusive 2PM-3 Two Piston Meter and continu- 
ous-duty Solo pumping unit, these pumps provide the ulti- 
mate in long, trouble-free service. And with their clean, 
compact design, they are definitely customer attracting. 
Available as Model 400—unlighted; Model 420—canopy 
lighted; and Model 440—internally lighted. Can be speci- 
fied as single-product dispensers, 2-outlet single product, 
or 2-outlet 2-product—suction or remote type. Request 
bulletin for further information. 





4 WAYNE SINGLE AND 2-STAGE COMPRESSORS 


i Compressors often look alike, but they are not. The 


po 
= —a a ~® difference lies in quality—of engineering, materials, 
ss — er construction. This is the difference you get with 
or Wayne, reflected in long service life, low maintenance, 


it more usable air output. In fact, all Wayne 2-stage 

y compressors are guaranteed for volumetric efficiency 

> —something no other manufacturer offers. Request 
Bulletin W-123 (single-stage) or W-153 (2-stage). 


WAYNE UNIVERSAL FRAME LIFT 


Safely handles any car that turns into your station. Re- 
tracts to 4% in. to clear the lowest import. Designed for 
easy pad and arm positioning and for clear access to the 
entire car underbody—to help you work more efficiently, 
more profitably. Other Wayne single- and 2-post models 
also available, with capacities from 8000 through 28,000 
Ib. Request Bulletin W-150 (Universal Lift). 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation, Salisbury, Md., Fort Wayne, Ind. 
Symington Wayne International Co. Ltd., Spitaigasse 9, Zurich 1, Switzerland e Wayne Pump Canada Ltd., Toronto, Canada 
Wayne Tank & Pump Co. Ltd., Bracknell, Berkshire, England e The Wayne Pump Co. South Africa (Pty.) Ltd., Capetown, South Africa 
Equipamentos Wayne do Brasil, S.A., Riode Janeiro, Brazile Jurgens & Wayne Apparate und Pumpenbau GmbH, Einbeck, West Germany 

Wayne Italiana, S.A., Rome, Italy 
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Silas Thompson 
New PPA Head 


Thompson: Hunting for relaxation 


SILAS THOMPSON, a ruddy-faced 
individual with an outdoors look 
about him, is the new president of 
Pennsylvania Petroleum Assn. He suc- 
creeds Ralph Haller from Reading. 
Oil jobber Thompson heads Herr- 
Thompson Oil Co., an Atlantic gas- 
oline and heating-oil operation in the 
heart of the Pennsylvania Dutch coun- 
try, Lancaster County. He’s been a 
jobber since 1945 and before that was 
an Atlantic salesman for 10 years. 
Most of Herr-Thompson’s 4-million 
gal. annual sales are in heating oil. 
“We sell about 3-million gal. of fuel 
oil a year,” says Thompson. The other 
l-million a year of gasoline is dis- 


tributed through 25 outlets in the 
county. 

Before the job of heading the state’s 
jobber groups becomes an activity 
that takes up a lot of time, Thompson 
expects to have a $40,000 bulk plant- 
warehouse-office expansion program 
completed. Nov. 1 is the target date 
for adding 100,000-gal. storage capa- 
city to his present 200,000-gal. plant, 
increasing his TBA storage capacity 
by 75%, and adding more office 
space. 

While Thompson’s predecessor in 
office likes to putter around the 
garden, the new PPA president is a 
hunter. He goes after small game 
(pheasants and quail) using a Win- 
chester Model 21 double-barreled 
shotgun. But he hasn’t learned to cook 
what he bags; he turns that job over 
to someone else. 

Other new officers of PPA are 
Bud A. Mauger, Jr., Butler Oil Co., 
Philadelphia, and Walter F. Schwab, 
Walter E. Schwab, Inc., Pottstown, 
vice presidents; and Charles S. Grim- 
minger, Ebansburg Oil & Gas Co., 
Ebansburg, secretary treasurer. 

New members of the board include 
Morris Mercatoris, Mercatoris Oil Co., 
Meadville; Donald S. Laher, Harry E. 
Laher & Sons, Everett; Dave DeTar, 
Aero Oil Co., New Oxford; Jay E. 
Oberman, Keytone Oil Products 
Corp., Camp Hill; Ira Newcomer, 
Newcomer Oil Co., Elizabethtown; 
Ben Kirschner, Kirschner Bros. Oil 
Co., Philadelphia; and George H. 
Schisler, Quality Service Stations, 
Northampton. 


Hoosiers Choose 
George Webb 


Webb: ‘Price is the problem’ 


GEORGE E. WEBB’s marketing ca- 
reer began 42 years ago when he began 
working for the old Clayton Oil & 
Refining Co. in Dallas. Today, court- 
ly, amiable George Webb is the new 
president of Independent Oil Mar- 
keters Association of Indiana, and a 
thriving private-brander at Frankfort, 
Ind., just outside Indianapolis. 
George Webb’s career reads like 
that of many of the oldtimers moved 
about by the mergers and sales of the 
1920s and 1930s. Simms Oil bought 
Clayton. Sinclair bought Simms. 
Webb went to Rock Island Refining 
and became a top salesman, serving 
as sales manager from 1941 to 1946. 
While working for Rock Island, he 


Widest Selection off [MUMMUN Tr vavalable from OPW 


Looking for a selection of 
liquid loaders and liquid 
loading equipment? Look to 
OPW —~ you'll find liquid 
loaders by the dozens. 
SLIDE SLEEVE TYPES, 
SCISSOR ARM TYPES, 
BOTTOM LOADERS, SHORT 
RANGE AND LONG RANGE 
TYPES . . . A COMPLETE 
SELECTION, SIZES FROM 
2” TO 6”. 


Special Loading “Problems ? 


Standard OPW products can be arranged to 
solve the problem and save you many dol 
lars. Choice of 4 different loading valves 
Selection of construction materials. Dozens 
of different swivel joints. Long or short 
drop tubes 





ONLY oPw OFFERS YOU 
ALL THREE METHODS FOR 
BALANCING LOADING ARMS 
* counterbalance 


* compression spring balance 
torsion spring balance 


DOVER CORPORATION 


CS. COUPLINGS. SrECcIaLT 


Brand new cata- 
log gives you all 
facts, figures about 
OPW Liquid Load- / 
ers. Filled with 
drawings, photo- 
graphs, charts to 
help you. Write 
today, ask for 
Catalog LL. 


OIVISION 


5. OO + K v1 O+ Twx Cats 


¥ PRODUCTS FOR HANDLING “AZARDOUS LIQUIDS 
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NEW 
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TEEN-AGE TEMPO! 


They play records at ear-splitting volume. Tie up the telephone for 
hours. Today’s teen-agers are spirited, inquisitive, wonderful. 

And nobody knows better than you—the new American with 
teen-age sons and daughters—that their lives revolve around the car. 

Mothers and fathers keep a careful eye on their teen-agers’ driv- 
ing habits. And they know how important it is to keep their car 
running right. 

At American Oil, we take extra care to make petroleum products 
and provide services that help cars perform the way they should. 

As just one example of the lengths we go to, our scientists are 
studying gasoline combustion with a special furnace that burns fuel 
the way your engine does. They're gaining new knowledge about 
what they call “the chemistry of knock” to produce fuels that will 
perform more efficiently in your car. 


You expect more from American—and you get it! Zar 


(CB. 
AMERICAN 


AMERICAN OIL COMPANY 
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ee started his own private-brand com- 

BIENDING : pany in Frankfort in 1937 because he 
“~ couldn’t sell product to anyone else. 

When he left Rock Island in 1946, he 

WITH concentrated on his own company 

ae : which now has four outlets—two in 

’ 2 Frankfort, one in Lebanon, and one 

PUSH ; in Tipton. The volume ranges from 
- 105,000. gal. to 125,000 gal. a month. 

His motor-oil ratio is outstanding: 


iy vaRiFLo | an average of 612 to 7 gal. per 100 
3 <MER LIQUID ‘ ° : ; 
gears BLENDING [ee gal. of gasoline. He gives his men 


SYSTEMS : monthly cash prizes, and _ they’re 


= trained to push motor oil. 
a Born in Corinth, Miss., Jan. 15, 


1894, George Webb was reared in 
Dallas. Childless, he and Mrs. Webb 


divide their time between Frankfort 
IN-LINE BLENDING FOR ANY BUDGET XY jg oar ager egy Ts 


and Memphis. His memberships in- 
New Blackmer Vari-Flo in-line blending systems score again with fuel clude Murat Shrine, Columbia Club, 
oil distributors and dealers. You simply dial the blend ratio with this Elks, American Legion, Indianapolis 
unique system, blend components right in the pipeline, deliver directly . . . 
into tank trucks. Eliminate stratification, speed loading time. Reduce Country Club, Indianapolis Athletic 
requirements for storage tanks, piping and inventory of blended stocks. Club, Summit Club (Memphis), Ten- 
Extremely accurate and automatic, yet easy and inexpensive to operate nessee Club, and Methodist Church. 
and maintain. Vari-Flo Systems are proven in the field—blending inter- “I just like people,” he says. “I like 
mediate grades to meet exacting industrial demands. Let us show you to mix.” 

what Vari-Fio Blending has done for other operations like yours. See Ps te . ° se 
us in Refinery Catalog or write for free Bulletin 650F. For jobbers, price 1s the principal 
problem,” says the new Hoosier as- 


“liquid materials hondiing"® equipment sociation president. “I look for the 
Indianapolis situation to clear up 

LACKMER / blending systems shortly. I went through that third- 

grade gasoline affair in 1935. It didn’t 

nt _tacKmen a ee ecto a stone go over then, and I don’t think it will 
ae ee go over now. I think Gulf will drop 
Gulftane in 30 or 40 days. I hope 


OIL MEN—HERE IS YOUR ANSWER they do. If they don’t, God knows 


what will happen.” 








to the problem of accounts that just do not justify the high cost of 


expensive grease racks. NEWS NOTES 
FOR ROAD BUILDING CONTRACTORS IT CAN’T BE BEAT! 





North Carolina 
Oil Jobbers Assn. 
has a new presi- 
dent. He’s Ed P. 
Godwin, president 
of Godwin Oil Co. 
(Texaco), Wilming- 
ton. A strong be- 
liever in associa- 
tion activities, God- 
win has_ headed 
most of the impor- 

Godwin tant committees in 


SOLVE THIS PROBLEM by ordering our Model 100 Drive-on Grease Rack, Oil-Changer. the jobber group. 
16,000 tbs. capacity: He was most recently vice president of 


the association. 

1. LOW COST 3. NO MAINTENANCE COST Jobber Godwin is a 1941 graduate of 

2. NO INSTALLATION COST 4. PORTABLE | | the University of North Carolina. He 
5. HEAVY DUTY—WILL TAKE DUAL WHEEL TRUCKS | | ae see ae hare i See ae 


6. ADJUSTABLE AT INSTALLATION FOR COMPACTS 7 neg Pl esl — - — he 


| switched to his present brand, Texaco. 
NEWBERRY EQUIPMENT COMPANY, Inc. | | Besides his numerous activities _ in 
: | NCOIJA, he’s done extensive work in the 
sinh gaecoaparen: snenngets <, Teun. East Carolina Oil Heat Council, serving 
on its executive committee and board of 
Will be glad to furnish pri iticati directors. 
i glad to furnish prices and specifications on request Hunting, fishing, and baseball are a 
ORDER FROM YOUR OIL EQUIPMENT JOBBER few of Godwin’s nonoil interests. He’s a 
strong supporter of his city’s Little 
~—beague baseball team. He is married to 


Plant and Office—West Memphis, Ark. REgent 5-4473 
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FIRE-RING 
SPARK PLUGS 
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Power Economy PerRrFoRMANCE 





















































= FIRE-RING 
= SPARK PLUGS 





NATIONAL MAGAZINES—Full-page ads in Look, Post BILLBOARDS—Designed to demand attention, these eye- 
and Reader's Digest will often be accompanied by an extra catching posters will remind motorists that top performance 
column, selling the AC Dealer! comes with AC Quality Products. 











NETWORK TELEVISION—Every Tuesday at 7:30 on NBC, QUALITY PRODUCTS—Advertising is only as effective 
your customers will see lively, persuasive AC commercials as the product it sells. AC products—in design, engineering 
on “‘Laramie"'! and performance—are the finest you can stock and sell. 


This year, your sales of AC Quality Products will be backed by advertising 
and merchandising that’s outstanding for quality as well as volume. Big, 
exciting ads in top national magazines . . . sparkling TV commercials on the 
popular “Laramie” show ... ACtion-packed billboards . . . plus specialized 
appeals to dealers as well as consumers . . . that’s AC’s advertising program 


for 1961-62. It’s all designed for just one thing—to bring you customers. 


AC SPARK PLUG 4 THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Every time your stations sell a nylon cord tire, they 
ring up a bigger sale and more profit. Because, 
line for line, nylons retail for more, and your profit 
margin is greater. And nylons are the easiest tires 
to sell. Customers are already sold on their supe- 
riority and are willing to spend more for them 
—proved by the fact that over 50% of all re- 
placement tires sold last year were nylons. Take 
advantage of this demand. Pump up station and 
company profits by featuring nylon cord tires. 


THE SAFEST, STRONGEST TIRES 
ARE MADE WITH 


NYLON 


REG. U.S. PAT. OFF. 
BETTER- THINGS FOR BETTER LIVING..s THROUGH CHEMISTRY 


NATIONAL PETROLEUM NEWS * November, 1961 





About Oil People 





the former Frances Morris; the Godwins 
are the parents of three boys. 

Other officers elected at NCOJA’s an- 
nual convention in Asheville were: Sink 
A. Walser, Salisbury, vice president; 
F. Shelby Alford, Raleigh, fuel-oil vice 
president; and Hoyle T. Efird, Gastonia, 
treasurer. Don M. Ward was re-elected 
executive secretary of the 550-member 
association. 

ey 

Charles D. (Duke) Morley is the new 
executive secretary of the California Pe- 
troleum Marketers Council. He succeeds 
Richard L. Brehme, who resigned earlier 
this year to become pricing manager of 
Signal Oil & Gas Co. Morley formerly 
was executive secretary of CPMC’s con- 
signee division. 

* 
E. L. Stauffacher, 
vice president of 
Cities Service Co., 
has been named to 
the new position 
of coordinator of 
light-end products. 
Former president 
of Cities Service 
(Pa.) before it was 
merged into one 
company in 1959, 
Stauffacher since 
Stauffacher has been specializ- 
ing in marketing as vice president of the 
parent company. His headquarters will 
remain in New York. Assisting Stauff- 
acher in Bartlesville, Okla., will be G. C. 
Richardson. H. L. Badgerow will super- 
vise the sales of light-end products at 
New York offices. 
e 
New Mexico Pe- 
troleum Marketers 
Assn. elected a new 
slate of officers for 
the coming year at 
their annual meet- 
ing in Albuquer- 
que. Dick Mulkey, 
Mobil jobber from 
Roswell, succeeded 
John G. Johnston 
of Albuquerque as 
president of the 
netted association. Other 
new Officers are: James Murphy, (Shell), 
Albuquerque, first vice president; and 
D. J. Hathaway (Standard of Texas), 
Socorro, second vice president. James L. 
Wait of Albuquerque was re-elected ex- 
ecutive secretary. 

K ynote speaker at the convention was 
George W. Calkins of Denver, first vice 
president of NOJC. He emphasized the 
importance of both the state and national 
associations in promoting and protecting 
the welfare of individual petroleum 
wholesalers. 

° 


DX Sunray Oil Co. has made two key 
appointments in its marketing depart- 
ment. K. F. DeLacy, former real-estate 
coordinator at Waterloo, Iowa, takes the 
same position in the southern division, 
with headquarters at Tulsa. V. P. Tolbert, 
previously real-estate representative in 
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ANGELUS 


CAN CLOSING MACHINES 


Angelus seamers ar@designed to meet the 


round can closing r@@uirements for all types of 
petroleum productéaiquid or solid, from 30 


up to 500 cans pe 


dep: ndable; they 
and maintain & 


furer exclusively 


closing 


machines. plete details. 


Specify pro 
capacity requirements. 


ANGCELUS 


Sanitary Can Machine Company 





Madison, Wis., assumes DeLacy’s Water- 
loo job. 


e 

Paul H. Rechnitzer has been named 

manager of Phillips’ Spokane sales divi- 

sion, succeeding H. G. Sutliff, who re- 

tired recently. He was formerly assistant 
manager of the division. 


ne e 
Rudolph V. Tortorelli succeeds Ernest 
Heritage as eastern Washington district 
manager for True’s Oil Co., Spokane. 


e 
Richard Muhlberger has been named 
area manager in Buffalo for Mobil Oil 


Co. He succeeds William H. McCarthy 
who was recently named retail-programs 
manager for Mobil’s Detroit division. 


e 

George E. Webb, Webb Oil Co., private 
brander supplied by Rock Island Refin- 
ing, is the new president of Independent 
Oil Marketers Assn. of Indiana, succeed- 
ing J. Arnold Jones, Everybody’s Oil Co., 
Anderson (DX, Mobil and private 
brand). 

Other officers: Edgar F. (Bud) Braun, 
Gerber Oil (Shell, Cannelton, vice presi- 
dent; John Holmes, Associated Services 
(private brand), Indianapolis, treasurer; 








NINETY 


FOR GASOLINE, DIESEL, KEROSENE, ETC. 
FARMS FLEETS INDUSTRY CONSTRUCTION 


It's ruggedly handsome . . 


. lower in first cost and 


easier to handle and install. Its long life direct-drive 
pumping unit and all bronze meter deliver a fast 
14 g.p.m. of accurately metered product. All mechani- 
cal components are easily reached in a matter of 
moments through plainly marked “O” ring sealed 


cover plates . . 


. absolutely negligible to maintain. 


Order the new IMPERIAL 90 today and let its economy 


and performance go to work for you. 


WILLIAM M. WILSON’S SONS, INC. 


LANSDALE, PENNA. 


MODEL 90 


and Kenneth A. Goodwell, Good Oil 
(Phillips), Richmond, secretary. 

The seven new directors are Seth V. 
Lewis, Lewis Oil (Shell), Warsaw; Floyd 
C. Jeffrey, Jeffrey Petroleum (Phillips), 
Pendleton; Roy H. Cox, Cox Oil (Shell), 
Huntingburg; Mac Fehsenfeld, Crystal 
Flash (private brand) Indianapolis; H. R. 
Fabyan, Fabyan Oil (Phillips), Seymour; 
Bernard Vaught, Economy Oil (private ‘ 
brand), Shelbyville; and R. L. Comer, _# if 
Comer & Son (private brand), Marion. ¢ mR, : 

Edward Garrif’ 34) 
son, former train{y oa 
ing-manager of the, 
heating and aiff: & 
conditioning di 
sion of Stew 
Warner Cor 
Lebanon, Ind., 


tion director ty f 
& 


National Oil F ro © 

Institute. 7. Fe a 

With Stewart-g #7 Sr 
dist 


Warner since 1956, Garrison was respon- ig 
sible for training district sales manager ~ %, 
and franchised dealers and distributors. 
For nine years before, he was a partner 
in a heating contracting business which 
sold, installed, and serviced equipment. 
* 

J. V. Sanner, manager of truck indus- 
try sales department, Pure Oil Co., has 
been elected national vice president, pe- 
troleum of the National Defense Trans- 
portation Assn. 

e 

Frank R. Brophy, advertising and sales 
promotion manager of Burnham Corp., 
Irvington, N. Y., is chairman of the 24th 
National Oil Heat & Air Conditioning 
Exposition to be held in Chicago April 
9-12 under the auspices of National Oil 
Fuel Institute. 


’ 

Marshall Field, former Richmond, Va., 
division manager for Hartol Petroleum 
Corp., is back in Richmond, but in a new 
job. Since Sept. 15, he’s been the full- 
time secretary of the Richmond Oil Heat 
Assn. Field left Hartol about three years 
ago to go into the farm-supply business 
in Minnesota. 

Virginia Petroleum Jobbers Assn. has 
moved from 515 W. Grace St., Rich- 
mond, to new offices at 2110 Spencer 
Road, Richmond. 

« 

Phillips Petroleum Co. is combining its 
sales division offices in Wichita, Kan., 
and Kansas City, Mo., and those at Des 
Moines, Iowa, and Omaha, Neb. The two 
offices left after the reorganization will 
be at Kansas City and Omaha. R. C. 
Harris, division manager at Kansas City, 
heads the combined office there, and 
G. L. Keidle is Omaha division manager. 
All other personnel whose present jobs 
are affected have been offered continued 
employment with the company. 

° 

Donald Duckworth assumes the posi- 
tion of manager of retail sales in Virginia 
for Plymouth Oil Co. Previously whole- 





KEROBOYS, OILBOYS ) ‘ 
; OMBOYS & ROTABOYS | sate sales representative in Columbus, 
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Ga., Duckworth will now be headquar- 
tered at the company’s newly established 
retail division office at Petersburg, Va. 

* 

Murphy Corp. is consolidating its mar- 
keting activities in 24 states and two 
provinces of Canada following its acqui- 
sition of Spur Oil last year and Ingram 
Oil & Refining a few months ago. The 
new marketing operation is set to be in 
operation by early 1962. Marketing ac- 
tivities will be headquartered in El Do- 
rado, Ark., under Myron R. Holmgren, 
marketing vice president. 

Three regional offices will be set as 
follows: the Gulf Coast region in New 
Orleans will be headed by John J. Mc- 
Clure, former Ingram vice president. The 
area takes in Arkansas, Louisiana, Mis- 
sissippi, Alabama, Florida, and Georgia. 
Paul Banks Jr. former president of Spur, 
will head the central region in Nashville 
as vice president and regional manager. 
The central region covers Tennessee, 
Kentucky, North and South Carolina, 
Virginia, West Virginia, Maryland, Dela- 
ware, New Jersey, and Pennsylvania. In 
- the northern region at Evanston, IIl., 
‘ James E. Smith becomes regional man- 
- ager. The region consists of Missouri, 
Iowa, Illinois, Minnesota, Indiana, Wis- 
consin, Michigan, and Ohio. Sales activ- 
ities in Ontario and Quebec will be super- 
vised by William R. Seuren, Montreal. 

Also at Murphy, F. B. Ingram, former 
executive vice president of Ingram, has 
been elected a director. K. E. Dunklin 
transfers from Nashville where he was 
real-estate manager for the Spur Oil divi- 


TIDEWATER’S New England district 
manager, Thomas Differ (left), has 
literally beaten the pants off Joseph 
Jerome, New York district manager. 
In an informal sales contest (NPN— 
Mar. p131), the two men competed 
with each other on the basis of their 
staffs’ first-half gasoline sales. The 
stakes were high: each man’s trousers. 
New England came through with a 
5.7% increase over the 1960 period, 
against New York’s 3.7% increase. 
The two men may meet again in a 
new contest, but not before Jerome 
has “regained his marketing reputa- 
tion” by beating Middle Atlantic dis- 
trict manager Ed Beamon, says Dif- 
fer. In the meantime, Jerome’s trou- 
sers will hang on a golden nail in 
Differ’s conference room. 


sion to Evanston to assume responsibility 
for all real-estate activities in the U.S. 
and Canada. He will also be on special 
assignment to implement the marketing 
consolidation. Thomas E. Graves trans- 
fers from Evanston where he was ad- 
ministrative assistant to El] Dorado to be- 
come general credit manager. Roy E. 
Johnson, former credit manager at 
Evanston, also moves to El Dorado where 
he will continue to be concerned with 
marketing credits. 
s 
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Tidewater Oil Co. has made 23 western 
division marketing appointments on both 
the district and divisional level. In the 
Los Angeles division office, R. W. Bridge- 
man is retail and distributor sales coor- 
dinator; H. V. Heffner, diversified prop- 
erties coordinator; Kai Nord, economic 
analyst and planning coordinator, a new 
position; R. T. Runnings, service-station 
sales supervisor; and P. B. Cline, dis- 
tributor sales supervisor. C. H. Finn, for- 
mer service-station supervisor, becomes 
Inglewood area sales manager. Edward 








Drop 022 = loads fast (' 


with the new 


Wheaton 
High Speed, Light Weight Manifold’ 


Today's demands for fast and efficient service station drops are easy to meet when 
your transports are equipped with this new Wheaton Type 4” 480-AY Aluminum 


High Speed Manifold. 


The 480-AY eliminates split manifolds and dual piping systems. The weight 
saved assures maximum gallonage per trip. 


A new faucet, with 1314 square inches of open area through the seat, permits 
unimpeded flow. The faucet is made of aluminum and is flanged to the manifold, 
which eliminates the weight of the faucet body. This gives maximum flexibility 


with the lightest possible weight. 


With the new Wheaton Type 480-AY Manifold, loads may be either direct- 
dropped, delivered through the meter, or discharged both ways together. 


To many oil companies, Wheaton is THE specialist in manifolds, and the Type 
480-AY maintains the leadership of a line that started in 1938. Let it show you 
the way to better, faster, lower-cost deliveries. Send for details now. 


*With Ever-Tite Adapter, made by Ever-Tite Coupling Co. Inc., New York 





SELECTIVITY OF COMPARTMENTS 


for discharging one compartment 
at a time, is available for states 
that require it, and the manifold is 
obtainable with either a swing 
disc or standard valve design. 





Sak i 








WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries 
Foreign Manufacturers 
Emco Ltd., London, Ontario, Canada © Emco Brass Mfg. Co. Ltd., Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany ¢ Liungmans, Malmo, Sweden 
Nibco, Guadalahara, Jal., Mexico 
Baza S.R.L., Buenos Aires, Argentina, S.A. « Worthington Corporation, Rio De Janeiro, Brazil, S.A. 
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About Oil People 





Schmall takes over as Los Angeles area 
distributor sales supervisor. 

In the San Francisco district, Leslie 
Sage becomes district sales manager; 
M. P. Sterns, Monterey area sales man- 
ager; and R. J. Guiney, Oakland area 
sales manager. The appointments in the 
Sacramento district are: H. B. Ward, dis- 
trict sales manager; W. W. Thomson, 
retail sales coordinator; D. H. Stiles, 
service-station sales supervisor; J. E. 
Allen, distributor sales supervisor; G. E. 
Lewis, Merced area sales manager; W. O. 
Tribbett, Redding area sales manager; 
F. W. Harrell, Reno area sales manager; 


and L. D. King, Sacramento area sales 
manager. 

D. E. Gordon becomes district market- 
ing manager in Oregon. In the Washing- 
ton district, A. L. Leonhardt becomes 
wholesale sales supervisor; F. G. McNelly, 
technical service supervisor; C. E. Wal- 
lick, distributor sales supervisor; and 
R. A. Beckett, Seattle area sales manager. 

In the eastern division of Tidewater, 
Edward R. Kendrigan has been named 
administrative assistant to the general 
manager. He was formerly division man- 
ager of operations and engineering in the 
marketing department. 





— oper rosyosey 


LOW COST METER KIT 


for gravity flow tanks 


TOKHEIM MODEL 697G-SC 


builds consumer business 


Accurate - Reliable - Long- lved / 


Today-—more than ever—con- 
sumer customers need figures on 
fuel consumption. With this 
Tokheim meter kit they can have 
them, even if fuel is drawn by 
gravity. Already in great demand 
by farmers a industrial users, 
the 697G-SC Meter Kit counts to 
100 gallons per delivery, registers 
to 100,000 gallons on an easy-to- 


SYMBOL OF EXCELLENCE 


read horizontal counter. It has a 
capacity of 15 g.p.m., is easil 
levcailed and Tancadaiis 
has strainer screen, calibration 
adjustment, and fits either 1” or 
¥%," openings. Accurate, reliable, 
lon Lome Meter is listed by 
Underwriters’ Laboratories. 
Guaranteed. See your Tokheim 
representative today! 


Write for literature. 


General Products Division 


TOKHEIM CORPORATION 
1650 Wabash Avenue 


Fort Wayne 1, Indiana 





Subsidiaries: GenPro inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim international, A. G., Lucerne, Switzerland 











A new association, the Independent 
Fuel-Oil Marketers of America, has 
elected its first slate of officers. The or- 
ganization was founded “to protect and 
enhance the interests of independent oil 
marketers in the residual fuel-oil busi- 
ness.” President of the new association is 
Edward Carey, New England Petroleum, 
New York City. John Birmingham, White 
Fuel Oil Corp., James Cavanaugh, Burns 
Bros., and Curtis Steuart, Steuart Pe- 
troleum Corp., are vice presidents. Ex- 
ecutive director of the association is John 
K. Evans, formerly with Asiatic Petro- 
leum. Offices of the organization are in 
the Commonwealth Building, 1625 K 
Street, N. W., Washington, D. C. 

« 

Two new appointments have been 
made by Richfield Oil Corp. of Califor- 
nia. R. E. Good becomes public relations 
representative of the southern division; 
R. O. Lindquist public relations repre- 
sentative in the northern division. 

e 

Herbert S. Haight, who retired recently 
as Shell San Francisco division manager, 
has opened a consulting business special- 
izing in marketing management. His new 
office is at 465 California St., San Fran- 
cisco. 


° 

Marion Van Wyck has been named 
executive secretary of the South Dakota 
Independent Oil Men’s Assn., succeeding 
E. Klein Graff, who is retiring. Van 
Wyck had been assistant secretary. Graff 
will remain with the association as ad- 
visor and assistant to the secretary. 

® 

Clayton B. Sears has been named Cin- 
cinnati division manager for Standard of 
Ohio, succeeding J. (Jim) Oram, manager 
since 1959. Oram transfers to the home 
office to work on the marketing staff 
there. Sears is former retail sales manager 
in Cincinnati. 


e 

New officers of the Mississippi Oil Job- 
bers Assn. are: L. B. Paine, L. B. Paine 
Co., Meridian, president, succeeding H. S. 
Williford, Pendergraft and Williford Inc., 
Jackson. Vice president is Joe T. Dehmer, 
Joe T. Dehmer Distributor Inc., Jackson; 
secretary-treasurer is Brown Williams, 
Brown Williams Oil Co., Philadelphia. 


Deaths . . . 


Reginald C. Stoner, 72, former director 
and vice president of Standard Oil Co. of 
California, died September 23 after a 
long illness. He had retired from Socal in 
1950. 

e 

Carl C. Salander, 56, manager of the 
Western Fuel Co. and director of two 
other fuel-oil firms, died September 14. 

a 

George A. Henrye, a veteran of 31 
years in oil marketing and president of 
Clipper Oil Co., Seattle, died Sept. 12 at 
the age of 70. Before becoming an inde- 
pendent operator in 1934, he was with 
General Petroleum Corp. 
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Revere 9900 Series Area-Lite attracts customers, 
makes it easy for attendants to service cars. 


Twin bracket Triple bracke 


et Oe 
| Twin mounting arm 


fixed at 15° angle 


meng Single pole top ad 
fitter, adjustable 

* . 

i 


) , Twin pole top , 
. fitter, aajustable | ‘ 


Adjustment features and variety of fittings 
make many mounting arrangements possible. 


Versatile, rugged new Revere 9900 Series Area-Lite 
features striking wrap-around design, provides high-level light 


Efficient lighting—The Revere 9900 Series Area-Lite 
is available in four-lamp or six-lamp models each for 
96” or 72” HO, VHO, SHO or Power Groove lamps. 
Its highly efficient design assures maximum light 
level and efficient distribution. An outstanding fea- 
ture is the “wrap-around” design — the diffuser 
surface is evenly lighted over its entire area. There’s 
no center shadow as in other luminaires where the 
light source is “split down the middle.” 


Versatile mounting arrangement—Design of the 9900 
Series Area-Lite in end-mounting or center-mount- 
ing luminaire styles, together with the choice of 
brackets and pole top fitters makes possible many 
mounting arrangements. Center-mounting 9900 
Series Area-Lites are particularly suitable for use 
as high mounting floodlights for service station 


entrances, perimeter or service areas. End-mounting 
units in single, twin, or triple arrangements make 
strikingly attractive island lighters, and are equally 
suitable for lighting approaches and service areas. 

All end-mounting arrangements (except with “Y” 
bracket, fixed at 15°) permit adjustment of angle, 
tilt and rotation. Poles offered include both heavy 
duty and extra heavy duty tapered square rigid poles 
in 12, 14, or 16-foot heights. 


Rugged, easy to install—9900 Series Area-Lites fea- 
ture premium construction, with extensive use of 
extrusions and die castings. A 29-inch length of 
standard 2-inch pipe runs through the reinforced 
steel center structure for utmost strength. Pole-top 
fitters have a wiring chamber, making installation 
quick and easy. Area-Lite is UL listed. 


For complete information, write for 9900 Series Area-Lite bulletin. 


OUTDOOR LIGHTING 





Revere Eleciric Mfg. Co. 





e 7420 Lehigh Avenue ¢ Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 © Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 








MAKES 
OLD CARS 


YOUNG 


RADIATOR 
SPECIALTY CO. 
CHARLOTTE, N. C. 


MOTOR-MEDIC NO. 1—Stops oi! burning when added 
to motor oil. Reduces friction and wear by provid- 
ing lasting oil film strength. 


MOTOR-MEDIC NO. 2—Is the new scientific blend 
of solvents, lubricants and inhibitors for effective 


treatment of sluggish engines. Add to gasoline. 








SEARCHLIGHT SECTION 


EMPLOYMENT: 
BUSINESS: 


DISPLAYED 


individual Spaces with border rules for prominent 
display of - hE. 

The advertising rate is $17.75 per tach for al 
advertis’ appearing other than s contract 
basis. Cnntran’ Tals quoted on request. 

Employment Opportunities—$31.00 per inch. sub- 
ject to Agency Commission. 

An advertising inch is ms i oo 
one column, 3 columns—30 inches—te a page. 








‘OPPORTUNITIES © 


——RATES—— 


EQUIPMENT 
USED OR RESALE 


UNDISPLAYED 
$1. = a a. ao 3 ie. » iy advance 


average words 
Positions Wanted take one-half of abore rate. 
Box Numbers care our New York, Chicago & 

an Francisco ices count as one waditlona fi line.. 
Discount of 10% ‘if full payment is made in dv ance 

for 4 consecutive insertions. 

Send NEW ADS or Inquiries to Classified 
Advertising Division NATIONAL PETRO- 
LEUM NEWS, P.O. Box 12, New York 36. 








ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication 
Send to office nearest you. 
NEW YORK 36:P. O. Box 12 
CHICAGO 11: 645 N. Michigan Ave. 
SAN FRANCISCO 11: 255° California St. 





SELLING OPPORTUNITIES AVAILABLE 





Wanted—Salesman, background and experience 
in oi] and petroleum handling equipment, for 
Eastern territory. Salary plus commission. Apply 
to J. Bruce McDonald, Sales Manager, Manufac- 
turing Division, A. Y. McDonald Mfg. Co., P.O. 
Box £08, Dubuque, Iowa. 





Wanted—Manutacturers’ Representatives—back- 
ground in oil and petroleum handling equipment. 
Commission basis. Good territories open. Apply to 
J. Bruce McDonald, Sales Manager, Manufactur- 
ing Division, A. Y. McDonald Mfg. Co., P.O. Box 
508, Dubuque, Iowa. 





POSITIONS WANTED 





To: Mr. Jobber/Distributor—Do We Need Each 
Other? Who will carry-on in the growing years 
to come? If a profit-minded, real estate minded, 
aggressive, personable oil family (all boys but the 
*boss’) whose head is 37, a proven sales builder, 
challenge-eater, in retail, commercial, and heating 
oil, could interest you, Mr. Distributor, and who 
can invest his fami:y’s future with you, and put 
roots down, please write in full confidence to this 
area manager for a major at present to PW-7681, 
National Petroleum News. 





nena Aggressive executive with both Major and 
Independent experience in all phases of domestic 
sales desires change. College graduate, excellent 
work record, prefer S.E. Will consider jobber con- 
nection and investment. PW-7622, National 
Petroleum News. 





SELLING OPPORTUNITY WANTED 





Manufacturing Rpresentatives covering Connec- 
ticut, New York, New Jersey and Philadelphia 
seeking oil equipment lines. Calling on major, in- 
depenent oi] cqmpanies and contractors. RA- 
6710, National Petroleum News. 





WANTED 





Anything within reason that is wanted in the 
field served by National Petroleum News can be 
quickly located through bringing it to the atten- 
tion of thousands of men whose interest is assured 
because this is the business paper they read. 
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Wanted: 
er AND PATENTS, 
N SPECIALTY 
VALVES” AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 
UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, N.J. 











FOR SALE 
One—1953 Trailmobile Semi Trailer, Spread Arle. 
6600 gal. Tank $2,000 
peer ae two compartment, 1949 Frazier, .—} 
One—7200 “sal. 1957 Custom Semi Trailer, Spread 
Axle $3,750 


G & R Transport, Inc., 123 South Main St. 
Goshen, Indiana. Phone—KE 3-3670 











FOR SALE 
50 FULLY RECONDITIONED 
poe enn pe 
ELS 39A AND 391 
ruuy GUARANTEED FOR 90 DAYS 
BERaMin NBAUM 


TANNE 
1000 South 50th iitadelphia 43, Pa. 
Shatega 











What Is 
Your Need? 


Do you need competent men for your staff? Men 
experienced in the Petroleum industry? Men to 
fill executive, sales or technical positions? 


Or are you looking for—or offering—a business 
opportunity of special interest to men in the 
industry served by this publication? 


Or are you seeking buyers for surplus used 
equipment, or want to buy such equipment? 


The solution of any of these needs can logically 
be found first among other readers of National 
Petroleum News. You can get their attention, at 
small cost through an advertisement in this 
“CLASSIFIED” Section of NATIONAL PE- 
TROLEUM NEWS. 








EVERY DAY 


BACK 
AND 
BACK 


TO THE 
BUYERS’ 
ATTENTION 


NPN’s annual mid-May FACT- 
BOOK issue brings your sales 
message to the attention of your 
customers and prospects again and 
again throughout the year. 

Your advertising in NPN’s 
FACTBOOK makes constant, eco- 
nomical sales contact for you with 
oil’s marketing management. 

The National Petroleum News 
annual mid-May FACTBOOK is- 
sue is the most economical method 
available for getting your sales story 
to the buyers, keeping it there, and 
getting it seen again and again. 


Oil Marketing’s Reference 
Information Annual 
Published in Mid-May 

















eee, 


A McGraw-Hill Publication .. 
330 West 42nd Street < 
New York 36,N.Y.  * 
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Dear Congressman. A bewildered member of Congress 
passes on this letter from an oil-jobber constituent: “Dear 
Congressman—: Please have the appropriate government 
agency send me complete information about how to make 
money in the diversification business. I hear a lot of 
jobbers are going into it very successfully. Yours truly.” 


Plain Economics. A young couple in an auto showroom 
boggled at the price of a new 1962 compact. “That’s 
almost the price of a big car,” protested the husband. 

“Sure,” said the car dealer. “You want economy, you 
gotta pay for it.” 





“That’s enough streamers, Smith.” 











Be It Resolved. When South Carolina Shell jobbers said 
goodbye to retiring division manager Sunny Kizer (see 
page 22), they presented him with the following resolution: 
“WHEREAS, Ralph D. (Sunny) Kizer has completed thirty-six 
years service with Shell Oil Company, 

“WHEREAS, Sunny Kizer has served as Division Manager of 
the Baltimore and Atlanta Division while South Carolina job- 
bers were under these divisions, 

“WHEREAS, Sunny Kizer is known to be a hard-headed, bald- 
headed German and has never lost an argument with a jobber, 
“WHEREAS, Sunny Kizer has decided to retire on October 1, 
1961, so that he will have a perfect record, 

“WHEREAS, because of Sunny Kizer’s efforts, relationships 
between the jobber and Shell have been friendly and pleasant, 
“NOW THEREFORE BE IT RESOLVED, at a meeting of the 
Shell jobbers of the State of South Carolina, held at the Wade 
Hampton Hotel on September 15, 1961, that Shell management 
in New York and Atlanta and the South Carolina Oil Jobbers 
Association be requested to include R. D. Kizer as an honorary 
Shell Jobber on all mailing lists and be invited to all future 
gatherings of meetings of the South Carolina Shell Jobbers.” 


November, 1961 * NATIONAL PETROLEUM NEWS 





“If you had only listened to me, you'd be station 
manager today. Oh, how I pleaded with you, 
begged you — ‘Cheat, scheme, lie!’ But no...” 











Travel Tips. Back in hometown Waxahachie, Tex., 
after his first trip abroad, the neighborhood oilman is 
at work on a book to be titled, “How to Do Europe on 
$1,000 a day.” 


“. . « And after you've checked the tires, Mother, trot Fido 
into the wash bay and see what we can do about these fleas.” 
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Regional Sales Representatives 


ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 
BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 
CHICAGO 11, 645 North Michigan Ave., 
Edward A. Callahan, Jr., Mohawk 4-5800 
CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 
DALLAS 1, 2100 Vaughn Bldg., 1712 Com- 
merce Street 
John Grant, Riverside 7-9721 
DENVER 2, Tower Bldg., 1700 Broadway 
Carl Coash Jr., Alpine 5-2981 
DETROIT 26, 856 Penobscot Bldg., 
Walter G. Berger, Woodward 2-1793 
HOUSTON 25, 724 Prudential Bldg. 
Donald Hanson, Jackson 6-128] 
LOS ANGELES 17, 1125 West 6th Street 
Michael McCabe, Huntley 2-5450 
NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 
MINNEAPOLIS 2, First National Bank Bldg. 
Edward A. Callahan Jr., Federal 2-7425 
PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 
PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 
PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 
SAN FRANCISCO 11, 255 California Street 
William Woolston, Douglas 2-4600 
ST. LOUIS 8, 3615 Olive St., Continental 
Bidg. 
Edward A. Callahan Jr., Jefferson 5-4867 





NATIONAL PETROLEUM NEWS + November, 1961 





Tokheim Brings You 


AN ADVANCED NEW CONCEPT 
OF SUBMERGED PUMPING 
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Now One Simple 
Assembly Combines 
Pump, Motor, Manifold 
and Control Panel. 


Here is a major advancement in 

submerged pumping. Tokheim has 

designed the electrical control panel 

integrally with the discharge manifold, 

making pump, motor, manifold and 

motor controls one simple, extractable 

assembly. Installation cost is reduced, 

performance is improved, service is 

facilitated. There are many other 

important features of these new Series 

“C” pumps. Investigate them today! 
Write for new illustrated brochure. SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION | 


FORT WAYNE, INDIANA 
= JOKHEIM : 
GASOLINE PUMPS 





NEW A.0. SMITH ARMORLOY PROCESS ADDS LIFE 
AND EXTRA CAPACITY TO PETROLEUM METERS 
AT NO EXTRA COST 10 YOU 


New solid film lubricant features excep- 
tional corrosion resistance qualities 


ARMORLOY — a new, unique lubricating film ap- 
plication is now standard on A. O. Smith petro- 
leum meters. Armorloy is the same type of solid 
film lubricant which has been used with great 
success on jet and rocket engine applications. 


Tough as nails, the new A. O. Smith Armorloy 
process is especially valuable in fighting the 
normal corrosive action of some metered fluids. 
Armorloy also provides maximum protection 
against wear and friction for contact components 
because it greatly increases the self-lubricating 
ability of the meter. 


You can’t take it off without removing basic metal 
— Armorloy is sprayed onto the metal surface 
of all internal metal components, then baked at 
300° F for one-half hour. After this scientifically 
controlled thermosetting, Armorloy is on to stay. 


Thanks to the introduction of Armorloy — plus 
important additional changes — A. O. Smith is 
also proud to announce the new capacity ratings 
for its complete line of line and high pressure 
meters. 


Armorloy is just another step in A. O. Smith’s 
far-reaching design program to make petroleum 
meters serve your industry better! 

SEND FOR ARMORLOY SAMPLES! Rub them to- 
gether, feel — and test — Armorloy’s outstanding 
surface. Simply fill out the coupon and mail. 


Through research && ..@ better way 


New Armorloy process helps increase meter 
capacity as much as 25%! 
LINE METERS 





S-28 
280 GPM 





S, AS & AB-60 
600 GPM 


S & AB-100 B-170 
1000 GPM 1700 GPM 


HIGH PRESSURE METERS 


W, 0 & M-13 
185 BPH 


W, D & M-28 
400 BPH 


W, D & M-42 
600 BPH 


W, D & M-60 
860 BPH 


Ww, D & M-90 
1285 BPH 


2430 BPH 
B & W-250 
3570 BPH 


B & W-875 
12500 BPH 





A. O. SMITH CORP., Dept. 0113-NPN 
Milwaukee 1, Wisconsin 


METER & SERVICE STATION 
EQUIPMENT DIVISION 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. 
Offices: Atlanta 24, Ga.; Chicago 3, III.; Houston 2, 
Tex.; Los Angeles 22, Calif.; New York 17, N.Y.; 
Newark, Calif.; Tulsa, Okla. — A. O. Smith INTER- 
NATIONAL S. A., Milwaukee 1, Wis., U.S.A. 


Gentlemen: | would like to see for myself just how good Armorloy 
is. Please send me your samples. 


“ithe age arte ee ete. 








